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H-R KOLA 


You can count on H-R KOLA to win the “straw 
vote”’ wherever it’s sold. 


More zip per sip is the answer! 


H-R KOLA has that consistently hearty, good 
kola flavor that brings customers back for 
more. 











Laboratory and consumer testing has 
PROVED the superiority of H-R KOLA. And 
our 35 years experience in manufacturing 
fine syrup products guarantee satisfaction 
to bottler, retailer and consumer alike. 


Increasing numbers of successful bottlers 
are turning to H-R KOLA concentrate for 
increased profits. 


Let H-R KOLA put those nice, big, black 
peaks on YOUR sales chart. Write right now 
for information. 


THE SYRUP PRODUCTS COMPANY 


“Seruing the bottler since 1915" 2 Baltimore 2, ‘Maryland 
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Soft Drink Prices Not Affected by 
New Grocery Orders 


New margin pricing controls for thousands of gro- 
cery products, recently effected by the Office of Price 
Stabilization, do not affect bottled soft drinks. Ice 
cream, candy, beer, wine and liquor are among the 
other products not covered by the regulations. Soft 
drink prices presently are covered under the General 
Ceiling Price Regulation. The OPS now is considering 
a petition to amend the regulation to permit a $1.00 
wholesale price ceiling on splits. 


A. B. C. B. Asked $1 Ceiling to Aid 
Most Depressed Bottlers 


A. B. C. B., in its petition for industry-wide price 
relief, requested a $1.00 per case ceiling price in order 
to “provide relief of wide application for those many 
cases where no change has been made in pre-war 
price levels, notwithstanding higher costs.” This was 
revealed last month by John F. Leary, Chairman of 
the association’s Defense Planning Committee. 

Mr. Leary emphasized that “the purpose of the as- 
sociation’s petition is to remove the freeze insofar as 
the smaller sizes (12 oz. or less) are concerned, when 
those prices were frozen at less than $1.00.” But he 
admitted that “this will not solve all of the price diffi- 
culties in all areas.” 

Clarifying another important aspect of the price pe- 
tition, the committee chairman also stated that bot- 
tlers currently selling at more than $1 wholesale “are 
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not now required to change those levels so long as they 
are in conformity with the conditions of the General 
Ceiling Price Regulation. The regulation contains no 
prohibition against ceiling prices in excess of $1.00.” 

Mr. Leary, however, expressed a “fear” that there 
may be some attempt to apply the “roll-back provi- 
sions” where prices are above the $1.00 level, but in- 
dicated that this was unlikely. 

The Office of Price Stabilization, meanwhile, was 
reported to be working on the Petition at top speed. 


West Virginia Passes Beverage Tax! 

West Virginia last month okayed a discriminatory 
soft drink tax. 

The measure, which calls for a levy of 1c per bottle 
on each 16 fluid ounces or fraction thereof, as well as 





About “The Cover 


At every one of the State bottlers’ conventions 
held so far this season, price has been the para- 
mount issue of discussion. The Illinois convention, 
where the cover photograph was taken, even fea- 
tured a “school” for pricing. James E. Bennett, of 
the Coca-Cola Bottling Co. of DuQuoin, IIL, is 
shown as he “lectured” bottlers on the technique 
of determining profit-price-volume ratios under a 
formula devised by him. The DuQuoin Coke opera- 
tion, incidentally, spearheaded a price boost to $1.40 
wholesale in its territory. 
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an 80-cent per gallon tax on all soft drink syrup, was 
signed by Governor Okey L. Patteson, one of its spon- 
sors, last month. It becomes effective July 1, 1951. The 
proceeds, estimated at $4 million annually, will finance 
a four-year medical and dental school. 

Bottlers will pay the tax by affixing tax stamps or 
tax crowns to the original containers. 

Authorization for purchase of crowns must be ob- 
tained from the State Tax Commissioner. Further- 
more, the tax must be paid in advance at the time the 
Tax Commissioner authorizes the purchase of the tax 
crowns, unless the purchaser applies for and obtains 
credit. 

Each purchaser of tax crowns, whether for cash or 
credit, will be allowed a discount of 1214% of the tax 
value of such crowns in lieu of any claim for refund 
for breakage or destruction of containers stamped or 
crowned, or for the loss of tax stamps or crowns. 

Commenting on the tax, an official of the West Vir- 
ginia Bottlers Assn., told N.B.G.: “The State Legis- 
lature has already adjourned and will not be in session 
again for two years unless called. I do not know of any 
movement which is under way at the present time 
working for the repeal of this act.” 


Pa. Tax Repeal “Seems Assured”; 
Other Tax News Not So Good 


The Keystone (Pa.) Bottlers’ Association declared 
last month that “the end of the (four-year-old) soft 
drink tax on May 31 seems assured.” But tax develop- 
ments in other parts of the country were not so en- 
couraging. West Virginia (see item above) passed a 
cent-a-bottle soft drink levy. Bottlers in Massachu- 
setts, New Hampshire, North Carolina, Oklahoma and 
Tennessee were battling similar tax proposals. And 
the possibility of the Federal Government imposing a 
special excise tax still could not be discounted. 

Even the optimistic statement of the Pennsylvania 
association regarding tax removal was made with res- 
ervations. The association based its optimism on the 
fact that Pa. Gov. John S. Fine proposed elimination 
of the beverage tax in his budget message, in keeping 
with his campaign pledge. However, it voiced concern 
over a “whispering campaign,” that some bottlers 
want the tax continued, as well as a recently-intro- 
duced measure (by three House Republicans) to re-en- 
act the levy. The association admitted that “it does 
not appear this bill has any chance of approval,” but 
added that “‘we must be on guard at all times.” 


Flavor Makers Asked For Data 
On Materials Usage 

Information on the use of critical short materials 
by the flavoring products industry is being sought by 
the National Production Authority through the De- 
partment of Agriculture. The purpose of the NPA re- 
quest, according to the Agriculture Department, is 
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to obtain a comparison of the industry’s requirements 
with the “availability and production capacity of the 
items required.” 

Specifically, NPA is interested in the flavoring in- 
dustry’s expected 1951 and 1952 usage of (a) ma- 
chinery, equipment and replacement parts, (b) con- 
tainers, and (c) construction materials. It also re- 
quested the flavor makers to “estimate the quantity 
of steel, copper, aluminum, tin, magnesium, and 
nickel to be used in the manufacture of the required 
articles.” 

The request was directed to the Flavoring Extract 
Manufacturers Association of the U. S., the National 
Manufacturers of Soda Water Flavors, and the Na- 
tional Fruit and Syrup Manufacturers’ Association. 


Big Independents’ Group Plans West 
Coast Member Drive, Co-Op Ad Program 


The Carbonated Beverage Institute, a three-year- 
old association of leading independent soft drink bot- 
tlers, announced last month that expansion of mem- 
bership to the West Coast will be started and effected 
this year. The group, at an election meeting, also re- 
ported on plans for a series of cooperative advertis- 
ing promotions. 

New officers of the association are: Abe Lapides, 
Suburban Club Beverages, Baltimore, Md., president ; 
Laurie O. Graf, John Graf Co., Milwaukee, Wis., vice- 
president, and Aaron Liebenthal, Variety Club Bev- 
erages, Toledo, Ohio, treasurer. Morton Klein is sec- 
retary. 

The new Board of Directors are: John J. Cott, Cott 
Beverage Corp., New Haven, Conn.; Emanuel D. Low- 
enstein, Booth Bottling Co., Philadelphia, Pa.; Julius 
Darsky, Golden Age Beverage Co., Akron, Ohio, and 
Chester Shagets, Hi Grade Products Co., Pittsburgh. 


Big Demand May Force Bottle Design 
Freeze; Other Supply News 


Bottle designs may shortly be frozen to the use of 
existing molds only because of the stepped-up demand 
for glass containers. Glass container makers, in fact, 
have already asked the National Production Authority 
to consider the issuance of an order calling for simpli- 
fication of glass containers. 

The glass makers further reported that a shortage 
of transportation facilities, as well as a scarcity of 
paperboard shipping containers, are aggravating the 
supply and demand problem. 

Other producers of beverage industry supplies gave 
indication: last month that the supply problem is be- 
coming increasingly serious. C. J. Backstrand, Arm- 
strong Cork Co. president, stated in the company’s an- 
nual report that tinplate for bottle crowns and caps is 
expected to be available “in modified form.’ Contin- 
ental Can Co., also in an annual report, said it is “bet- 
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ter prepared to meet the demand for containers,” but 
noted that it “has a distinct obligation . . . to meet the 
defense needs.” And a leading tire maker warned of a 
possible truck tire shortage by summer. 

One bright spot was sounded by James W. Carkner, 
board chairman of the Pepsi-Cola Co. Mr. Carkner 
said he foresaw no major production difficulties arising 
from the rearmament program. “The situation,” he 
said, “is much better than it was before and during 
World War II.” 


Sugar Prices to Increase, 
Arkansas Bottlers Told At Convention 


Arkansas Bottlers of Carbonated Beverages, at 
their 40th annual convention in Little Rock, March 
26-27, were warned to expect a slight increase in the 
price of sugar. Charles A. Levy, of the Supreme Sugar 
Refinery, New Orleans, told the group that increases 
in consumption will boost the present price. He sug- 
gested that bottlers stock sugar now, at what probably 
will be the year’s lowest price. 

“The price of sugar in the South now is from 20 to 
25 cents per hundredweight below prevailing prices 
in the East and other sections of the country,” Mr. 
Levy said. “Under the Sugar Act of 1948 refined prices 
should be about $9.60 per hundredweight and the price 
today is $8.05. 

“T understand that the Secretary of Agriculture has 
no intention of restoring the old policy of incentive 
payments on sugar. There is little likelihood that Con- 
gress would approve even though the secretary should 
ask for such payments. This makes me believe that 
granulated sugar could advance to $9.60 before there 
would be interference from the government.” 

Mr. Levy emphasized, however, that he doesn’t an- 
ticipate sugar rationing. “The country would have to 
go haywire before it could happen,” he said. 

Other major speakers at the meeting were: J. J. 
O’Shaughnessy, Owens-Illinois Glass Co., Toledo, 
Ohio; A. J. Beaman, of Nashville, Tenn., A.B.C.B. 
president; and Mitchell Cox, vice-president, Pepsi- 
Cola Company. 

Grady Johnson, of Magnolia was elected president 
of the association. Other new officers are W. L. Bundy, 
Hot Springs, vice-president, and Tom S. Richardson, 
Pine Bluff, treasurer. 

New directors are Joe Dumas, El Dorado; H. R. 
Clem, Malvern; Allen Reynolds, Fayetteville, and 
J. C. Case, Hot Springs. Holdover directors are R. V. 
Dannelly, Jonesboro; J. C. Oxner, McGehee; Francis 
Bland, Paragould; Jimmie Sanders, Blytheville, and 
Everett Rogers, Forrest City. 


Pepsi's 1950 Gross Profit Up, 
But Net Shows Decline 


The heavy investment that the Pepsi-Cola Company 
is making in its expansion program has begun to show 
results in increased sales, both domestic and foreign, 
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Alfred N. Steele, president, declared in the company’s 
recently-released annual report. 

Gross profit on sales in 1950 increased to $25,068,- 
333 from $24,102,658, the year before. Consolidated 
net profit after taxes and charges, however, declined 
to $1,618,744 from $2,135,238 in 1949. 

Mr. Steele noted that 1949 income included $393,891 
derived from the company’s Cuban sugar subsidiary 
sold early in 1950, resulting in a cash increase of 
about $4,000,000. He also advised of the company’s 
disposal of its crown manufacturing business, sq that 
operating results now almost exclusively reflect the 
manufacture and sale of Pepsi-Cola. 

Export operations continue to contribute substantial 
profits to operations, Mr. Steele declared, with an in- 
crease of 33 per cent in foreign bottlers’ sales last year 
over 1949. During the year, sixteen more Pepsi-Cola 
plants were opened by bottlers in eleven countries. In- 
creased sales in overseas markets ranged from 21 per 
cent in Mexico City to 332 per cent in Cairo. 

Despite adverse weather, sales for January-Febru- 
ary of this year show a gain of 15 per cent over the 
similar period of 1950. 


Canned Beverages Not Subject to 
S.C. Drink Tax, Court Rules 


Canned beverages, such as orange-ade, lemon-ade, 
and grape-ade, are not subject to the special tax ap- 
plicable to bottled soft drinks sold in South Carolina, 
the Court of Common Pleas, of the Fourth Judicial 
Circuit, has ruled. The decision, in effect, places soft 
drinks at a competitive disadvantage. 

Clinton Foods, Inc., producers of canned drinks, 
contested the constitutionality of an Act of the leg- 
islature, enacted in 1950, which made the Ic per bottle 
tax applicable to soft drinks in any type of closed con- 
tainer. Prior to that legislative enactment the tax was 
applicable only to drinks in bottles. 

In its decision, the Court held the 1950 change in 
the tax law to be unconstitutional because the bill 
which enacted it made no mention of the tax in its ti- 
tle, and covered more than one subject, both of which 
were held to be defects under the legislative require- 
ments specified in the State Constitution. 


New Push Begins On Coffee, 
Chocolate Soft Drinks 


Plans were in the works last month to start a new 
industry push on carbonated coffee and chocolate bev- 
erages. 

Coffee Time Products of America, Inc. (Boston), a 
new parent firm, announced that it was launching a 
national drive on “Coffee Time,’”’ recently introduced 
with highly successful results in its home city. John 
Cott, head of the Cott Beverage Corp., New Haven, 
Conn., one of the largest independent bottling opera- 
tions in the nation, divulged plans for the formation 
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of a new parent company to franchise nationally a bev- 
erage to be known as “Coffee Cott.” 

Citrus Products Co., Chicago, reported it will 
launch a new ad drive in behalf of “Chocolate Soldier” 
this month. The Fudgy Co., Baltimore, proudly an- 
nounced it had lined up 25 new “Fudgy” bottlers since 
the first of the year, and will intensify its franchising 
activities. And Cloverdale Spring Co., Baltimore, was 
finishing work on an improved chocolate (“Torchy’’). 

There were rumors, too, that other well-known par- 
ent gompanies were seriously considering the addi- 
tion of chocolate and/or coffee soft drinks to their 
lines. True or not, this important marketing fact stood 
out: The American public has already overwhelmingly 
accepted both coffee and chocolate flavors. 


Franchise Companies’ Sales Show 
Fourth Quarter Increases 

Reports filed with the Securities and Exchange Com- 
1ission by six prominent franchise companies for the 
‘fourth quarter of 1950 reveal that their aggregate 
sales during that period were substantially higher 
than in the similar period in 1949. 

Canada Dry, for the 1950 fourth quarter, registered 
1 Sales gain of 12.9% over the similar 1949 period. Dr. 
Pepper showed a 13.5% increase; Charles E. Hires, a 
09.8% rise; Nehi, a 20.2% upswing, and Pepsi-Cola, a 
20.6% boost. 


Coca-Cola was the only one of the six parent firms. 


to show a decline. Its 1950 fourth quarter sales were 
lown 03.2°% from the same period in 1949. 


TV Promotion Intensified by Industry 

The soft drink industry last month intensified its 
activities in television promotion. Canada Dry Ginger 
Ale announced renewal of sponsorship for the third 
year of “Super Circus.” The full hour Sunday after- 
noon show is now seen on 41 stations of the ABC video 
network, compared with only ten when Canada Dry 
first took it up. 

Whistle & Vess Beverages, Inc., of St. Louis, began 
sponsorship of a half hour children’s show (“Whistle 


Merry-Go-Round”), telecast Saturday mornings. 

Orange-Crush Company and Chicago Beverage 
Company started a series of eight weekly TV an- 
nouncements emphasizing Old Colony quart package 
identification. (Both sponsors already participate in 
another TV program). 

CBS announced that the 3rd Edgar Bergen televi- 
sion program, to be telecast April 27, will again be 
sponsored by the Coca-Cola Company. Coke sponsored 
the two other Bergen shows—last Thanksgiving Day 
and last Christmas. 


News Briefs 

Safeway stores in Fort Worth, Texas, last month 
featured a 12 bottle carton of Coca-Cola for 39c. Below 
wholesale! . . . O-So Grape—Dr. Swetts Root Beer 
Companies declare that the beverage industry this 
vear has a “$10 billion green light.” That $10 billion, 
says the firm, is the “extra’”’ monies consumers will 
have available to spend on beverages; there will be 
no other consumer durables available to sop it up. 
Its advice: “Go after volume like you never have be- 
fore!” ... Sales of Dr. Pepper Co. during 1950 were 
up 8 percent over 1949, but net earnings were slightly 
down. J. B. O’Hara, board chairman, attributed the 
lower net chiefly to higher taxes. 


A.B.C.B. Convention In Washington, D.C.??? 

There has been no change as yet in ABCB’s plans to 
hold the 1951 National Convention (November 12-15) 
in Washington, D. C. As a matter of fact, the Greater 
Washington National Committee recently reaffirmed 
its guarantee of adequate first-class accommodations. 

However, the uncertainty in the international situ- 
ation, as well as the government’s stepped-up defense 
program, has resulted in a press on the Capitol City’s 
facilities. The situation, moreover, will undoubtedly 
get worse before it improves. 

N.B.G.’s guess, in view of the facts at hand, is that 
the National Convention will be held this year—but 
not in Washington, D. C. or any other city taxed by 
the rearmament program. Our hunch: Atlantic City. 





State City 


New York New York 
South Dakota Pierre 
Minnesota St. Paul 
North Dakota Bismarck 
Wyoming Cheyenne 





1951 STATE CONVENTION CALENDAR 


Appended below are the dates of State association meetings scheduled for the balance of the 


1951 season. 


New Yorker 

St. Charles 
Hotel St. Paul 
Patterson Hotel 
Plains Hotel 


Dates Days 


Apr. 8-10 
Apr. 12-13 


Sun.-Tues. 
Thurs.-Fri. 
Apr. 16-17 Mon.-Tues. 
Apr. 19-20 Thurs.-Fri. 
Apr. 28 Sat. 
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==¢/ Parent Company 


e++ with a short, easily remembered name; 


***on an eye-catching all-purpose 
bottle; 


e++ with a background of unbroken 
success; 


e++ with a complete line 
distinctive- quality 
flavors at low prices 
so I'll be sure of 
maximum profits; 


e+» witha flexible bottle- 
size set-up; 


e++ and a Company that 
cooperates toward 
the cost of bottles.” 


COMIPAIEY ceeces 30, tuscis 
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We will deliver cartons 
to you on schedule! 


Push your carton sales with confidence! 


Geil Mes tor” 


ater Resistant Kraft Cartons 





ATLANTA PAPER COMPANY 


ATLANTA, GEORGIA 
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ASK FOR SAMPLES ~ ‘A 
OF THESE 


ALL ARE 4-OUNCE STRENGTH 


ROOT BEER COMPOUND 

A delicious flavor with excellent heavy color, 
gaining constantly in popularity. 

No. 2 ROOT BEER COMPOUND 

For a smooth, rich and creamy thirst 
quencher 

OLD-FASHIONED ROOT BEER COMPOUND 

A superb taste treat full of good old- 
fashioned flavor. 

MOZARK ROOT BEER COMPOUND 


More foamy and with a slightly different 
flavor. 


Ask about other Red Seal Root Beer 
Extracts and Compounds that may 
meet your requirements more exact- 
ly, especially for strength. 


WARNER- JENKINSON MFG. CO. 741 
Manufacturers of Certified Food Colors, Extracts, Flavors, Vanillas s 5 
ESTABLISHED 1905 2526 BALDWIN ST. e ST. LOUIS 6, MO. Z Lous 
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Swoorn operation and freedom from 
mechanical trouble has made the NORTON Labeler popu- 
lar with prominent bottlers the country over. 

They like the simplicity of design and the quality of work- 
manship which insures economical trouble-free operation. 
They like the speed and ease with which the machines can 
be changed over to handle different size bottles. 

You'll like the NORTON Labeler, too. Send for 
catalogs on either or both the Single and 

Duplex models — no obligation. 


NORTON COMPANY, Worcester, Mass sham 


Labeler Section 








% * 
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AUTOMATIC LABELERS 


NORTO 





Abrasives - Grinding Wheels - Grinding and Lapping Machines - Refractories - Porous Mediums - Non-slip Floors - Norbide Products Labeling Machines 
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There’s many a bottler who sadly 
remembers lost opportunity .. . 
a great and profitable franchise 
he might have had. 


Sales of B-1 Lemon-Lime (Spar- 
kling Water, too) have increased 
245% in the last ten years. There 
are reasons. Each month bottlers 
look into the B-1 story and join 
the B-1 family. 


If your territory is still open you 


may keep yourself from missing 


this opportunity, by writing: 


THE B-l BEVERAGE COMPANY 
4000 Lindell Boulevard 


St. Louis 8, Missouri 
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| ERE are some straight facts about why 
you should make Twitchell your “flavor- 

room partner”: 

PRODUCTS 


Whatever type. strength or blend you want 


a line of flavors that’s complete. 


we either have it or will make it. And all flavors 
are one quality—the best! Should you ever 
have a complaint, our famous money-back 


guarantee applies across the board. 


FACILITIES— are now better than ever! We're 
set up in a brand new plant—equipped with 
an enlarged, modernized caramel color divi- 
sion, and armed with the latest in shipping- 
floor facilities. Twitchell goods go fast to your 


doorstep—whether by rail or highway carrier. 


t receive 
342-pos® 
ut 
ine of net S. 


r 
obligation, oF CO” 








PRICE— (Of the scores of flavors we make. rock- 
bottom prices prevail across the board. Gallon 
for gallon, or on a per case basis. Twitchell 
flavors are still your best value. And our 
substantial quantity discounts beeome extra 
profits for you when you buy less frequently 
but in larger quantities. 

SERVICE 


shippers and top-flight technical helpers. After 


The industry knows us as speedy 


all, it’s our job as your “distant partner” to 
help make your business a more successful, 
more profitable operation. And we're better 


fixed than ever to do exactly that! 


So—why not team up with Twitchell? Write 


us now. [t's a good time, with “31 just underway. 


COMPANY 


SZ2yeers of service te bottlers 


CRESTMONT AND HADDON AVES. ¢e CAMDEN 4, N. J. 
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Editorial + ++ > 


@ DEPOSITS—ONCE AGAIN 
Su AKING out about the need for 


ine reasing deposits on cases and bot- 
tles, and suggesting deposits on car- 
tons. is nothing new for this column 
The record. going back over years. 
will show many editorials on the 
subject, and articles of discussion, 
comment and bottlers’ experiences. 
Moreover, we intend to keep pound- 
ing on the subject until the industry 
moves to close the gap between pres- 
ent low deposit levels and the high 


replacement cost of bottles and cases. 


@ SAVE OUR CARTONS 
Ws; the adoption of cartons. a 


great advance was made by the soft 
drink industry in its pursuit of the 
home market. its largest single divi- 
sion of sales with the best potential 
for expansion. This medium of dis 
tribution in some instances repre- 
sents over 50% of the volume of 
bottlers. All bottlers us- 


ing cartons have made substantial in- 


numerous 


vestments, not only in’ the cartons 


themselves. but in necessary ma- 


chinery for packing, special truck 
hodies, cases. changes in advertising 
stake in this 


medium is matched by the retailers’, 


materials. The bottlers’ 


whose sales and profits have multi- 
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We've said it before and say it 
again—consider the vast sums of 
money you have tied up in case and 
bottle inventory, a large portion of 
which is unnecessary because of in- 
adequate returns. Consider, too, your 
loss on containers, which keeps you 
buying them and raising your costs. 
Adequate deposits have the salubri- 
ous effect of increasing your profit 
per case, or giving you one, until 
the time comes when the price freeze 
is “defrosted” and you can raise 
prices as well. 

Here’s a 
spoke to a bottler, operating in the 


black. 


little true story—we 


whose loss on containers ex- 


plied, not considering such fringe 
benefits as better looking displays 
and easier handling of soft drinks, 
both on initial sale and returns of 
empties. 

We must save our cartons for the 
future development of beverage 
sales. In the last war, by a single 
arbitrary stroke of the pen, the use 
of paperboard for cartons was com- 
pletely restricted. The capricious re- 
strictions on paper eliminated many 
obvious 


useful end products—the 


ones—while thousands of tons of 
paper were wastefully permitted for 
such things as backs for calendars, 
tablet backs. department store boxes. 
and so on. It is not suggested that 
carry-home cartons have a top de- 
gree of essentiality in a war econ- 
omy. Nor is it felt that the manufac- 
turers of cartons will suffer under 









ceeded his profits! There are many 
more bottlers whose profits are com- 
pletely eaten up by container losses. 

As concerns cartons, there should 
he a deposit on these too, not less 
than 3c each. In addition to being 
a practical matter, to hasten returns 
and lower costs, it is also a patriotic 
one, what with paperboard on the 
critical materials list. A carton de 
posit will help conserve paper. 

So let’s lend full support to the 
growing sentiment to raise deposits 
from the 50-60c level to something 
more realistic and business-like. It 
is a much-needed reform that is long 


overdue. 


the same type of economy if they are 
make bottle 
All of them will be producing some 


forbidden to cartons. 
tvpe of packing for military pur- 
poses. 

The primary stake in this matter 
helongs to the beverage industry. We 
agree that this is an 
method of 


that any 


important 
distribution. We know 
rigorous wal economy 
must engender controls over prod- 
ucts and materials. But we must in- 
sist that packaging for the soft drink 
with 


industry be treated equitably 


other similar uses of paper and 
paperboard for other industries with 
the same relative essentiality. 

It should not be singled out for 
elimination, as it will be if history 
is repeated. A forceful presentation 
of the facts should be made promptly 


to the proper authorities. 





15 





Extra Calls Deliver New Accounts 


‘GIVE ME FOUR MINUTES MORE .. .’ 


That was the unusual request put to St. Louis Dr. Pepper Bottling Co. 
routemen several months ago by sales manager Roger Rick. center. 
Routemen obliged. and spent the “extra” few minutes each day calling 
on prospects. To date, they've signed up hundreds! 





Plant adds hundreds of new dealers simply by getting route- 


men to spend a few minutes a day canvassing prospects. 


a bit mystifi 





readily agreed 


th old the ‘iver torce 
plished Witnout driver contests o1 t n n building 
answet to that Is for tne 
ach driver for four month, a lat While we couldn't 
in mint his time per day, ac 


order them to make a set number ot 
x to Mr. Rick | 


W-acco 


sharply demor prospect calls daily, we would ap 

Pepper Bottling “Tt all gan last September,” the preciate thei 

where sales pper executive indicated. “We the morning hours, 
imulated had made a study of our records in 


making two calls 
and another two 
Roge? the evening idea, of course, 
impressi\ alarmed to find that 


ina ot 


we were averages, 
in company we had obtained no new accounts of and to determine whether the 
st the arm” contests mporta! 


ance for more than 60 days 


men 
1! could get results with these brief 
es. Moreover, the record vol I mulled the situation over, and had 


Al 


ts Was rung up about decided to stage a new 

y the off months of September est with the usual prizes Salesmen Pitched In 

id October, when normally the salesmen, when I suddenly 

sales organization 1s merely “coast 1 upon one idea which we hadn't “We were surprised to find that 

ing along.” ised before. This was to merely the salesmen pitched in with a will, 
How was a list of 65 new a 


call our 16 driver-salesmen together, even though heretofore 


they were 
counts and 125 “possibles” accom and ask each 


whether he was will- accustomed to extra compensation, 
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or at least a competitive award, for 
his type of prospecting. At the 
end of the first week, we were 
equally astonished to find that every 
man on the crew had turned in two 


or three new accour 


ts, not prob- 
ables, but actually sold, ready-to- 


order-again buyers. We held our 


lar reason. Needless to say we were 
more than. jubilant over the re- 


sults.” 
“Making Calls Gets Results” 


Noting that each of the route 


salesmen was highly pleased ove) 





SIGN ME UP! 


Routeman Jimmy Hart, of St. Louis Dr. Pepper. is mighty pleased as he 
signs up a new account—one of several hundred added by the company 


through its keep-calling-on-prospects 


about it. too. 


program. Dealer seems happy 





breath collectively, and found at the 
end of September, that we had ac- 
tually rung up more new accounts 
over that short month than had even 
been accomplished during the lush 
July month! 

‘The driver salesmen, merely by 
adhering to their promises, and 
making two morning and two eve- 
during 


ning calls, which they 


merely introduced themselves, ex- 
plained frankly the nature of the 
call, and sampled the product to 
the retailer, turned in 300 actual 
calls. From this number, we re- 
ceived 64 new accounts, 125 prom- 
ises for later acceptance, or a total 
of 185 accounts which were defi- 
nitely favorably inclined toward Dr 
Pepper, White Rock, or Barq’s, our 
three lines. From the total of 300, 
only 4 were reported as holding a 
grudge against the company for 


poor wartime service or some siml- 
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his achievements, Mr. Rick fol- 
lowed suit in October by asking the 
sales force to repeat the perform- 
ance, spending as much time as they 
felt necessary in singing the praises 
ot the plant’s beverages. Again the 
company Was astounded to find that 
about 10°, better results were 
achieved during that month than 
the previous. “It all goes to prove 
results,” 
the salesmanager added. “We held 
back on the drive after 60 days of 
it, until 


that making calls gets 


route delivery arrange- 
ments were made to take care of 
the new accounts which had been de- 
veloped, but we will make constant 
use of the four-minutes-per-day- 
plan in the future.” 


Analysis cards, 3x5 inches, are 
made up on all such calls, indicat- 
ing whether the retailer was sold on 
the first call, or whether he is a 


“probable.” The cards also carry 


other pertinent remarks which the 
routeman has entered. From the 
cards, Mr. Rick plans to make a 
study which will show’ which 
method of approach got most sales, 
for mapping out subsequent sales 
strategy 

“We've asked the routemen to 
comment on the card exactly what 
transpired during their calls,” he 
said. “From this information, we 
my find that such influences as the 
time of day, the salutation used, or 
the presentation of a sample of the 
beverage, had the most effect on 
creating a good account. We know 
that most of these potential retail- 


rs have been called upon before, 


but we have learned thet constant 


canvassing pays off!” 


Routeman Travels 4 Miles To 
Collect One Empty! 

Howard Bittenbender of Confair 
Beverages, Clicquot Club distribu- 
tors in Berwick, Pa., 


whether it always pays to follow 


is wondering 


up inquiries. A post card from one 
Lucy O’Jenit of Warrior Run, near 
Peely, Penn., asking for the name 
of a nearby Clicquot Club distribu- 
tor, was forwarded to Confair for 
attention. Mr. 
patched a truck and driver-sales- 


Bittenbender  dis- 


man to get the order. He eventu- 
ally found her some four miles off 
the beaten path and also found out 
what she wanted. She had been sav- 
ing an empty quart bottle for sev- 
eral years, and she wanted a re- 
fund. P. S. She got the nickel 











“Just how did you word that 
order for crowns?” 











Questions and Answers About 
Wage Stabilization 


Important points of the Wage Stabilization Board's five general 
regulations are clarified for businessmen. 


ve SERIES of questions and answers on the most im- 
portant points of interpretation that have been raised 
inder the five general regulations issued by the Wage 
Stabilization Board was released recently 

W. Willard Wirtz, executive director of the Board’s 
staff, said that hundreds of queries asking for rulings 
on partie ular points in the five regulations have been 
received. This set of questions and answers is designed 
to assist persons who have basic problems under the 


yulations and to indicate the pattern of rulings to 


The set of answers is also being forwarded to the 
regional and district offices of the Wage and Hours 
and Public Contracts Division of the U. S. Department 
of Labor, which are currently answering queries for 
the Board. Mr. Wirtz urged companies and unions to 
take their queries to these regional offices instead of 
calling or writing to the National Board in Washing- 
ton 

The following questions and answers cover some ot 
the issues which have arisen most frequently concern- 
ing the interpretation of Wage Stabilization Regula- 
tion 1 and General Regulation Nos. 1, 2, 4 and 5. The 
answers are intended solely as general guides and do 
not constitute legal rulings. All doubtful cases should 
be presented to the local office of the Wage and Hour 


Division, United States Department of Labor 


WAGE STABILIZATION REGULATION NO. 1 


9 


Q. Who does this regulation cover 
\ This regulation covers all employers or ¢ m ployer 
tho pay or receive wade Ss salaries or other compen 
neluding employers and ¢ mploye es in the fol 
low q nd istries Books, magazines, per odicals, 
newspapers, motion pictures, radio broadcasting, 
televis on, common carriers, p thlic utilit es, and 
non-profit nstitutions This also neludes all pro- 
fe onal people who are nan employer-employec 
relat onship 
Q. I am an employer in the process of negotiating a 
collective bargaining contract with my employees 
May the contract provide for wage increases? 
Wage nereases may be agreed upon but cannot 
he put into effect w thout Wage Stabilization Board 
} 


ipproval ercept to the extent pern tted bu General 


Regulations issued by the Board 
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GENERAL REGULATION NO. 1 

Q What does this regulation do? 

A This regulation restates the definition of wages 
appearing in Section 702 (¢ of Title VII of the De- 
fense Production Act of 1950. It also clarifies the 
meaning of the term “overtime payments” in section 
T02 (¢ by pointing out that increases in overtime 

payments include changes in overtime rates (such 

as the payment of double time after eight hours in- 


tead of time and a half , and changes in overtime 


practices (such as the payment of overtime after 


seven hours instead of after eight hours 


GENERAL REGULATION NO. 2 
Q. What does this regulation do? 
A. This Regulation permits the following types of in- 
creases Without prior approval by the Wage Stabiliza 
tion Board: 
] Increases provided for by written agreement ex 
ecuted on or before January 25, 1951, or increases 
formally determined and communicated to the em- 
ployees on or before January 25th, which, by the 
terms of the agreement or communication, will take 
effect not later than February 9, 1951, and be ap 
plicable to work initially performed not later than 
February 9, 1951 
2. Increases resulting from the award or decision 
of an arbitrator or referee issued on or before Janu 
ary 25, 1951, which, by the terms of the award or 
decision, will take effect not later than February 9, 
1951 and be applicable to work initially performed 
not later then February 9, 1951 
3. Increases resulting from agreements executed 
on or before January 25, 1951, which agreements 
provide a fixed sum to accomplish intra-plant ad 
justments which were not actually reflected in pay 
ments prior to January 25, 1951 because of the ne 
cessity for determining the allocation and method 
of application of such adjustments among different 
job classifications. (See question and answer below 
The regulation also requires the filing with the 
Wage Stabilization Board on or before February 
20, 1951, of all agreements, awards or decisions 
covered by the regulation, and, in the absence of any 


agreement, award or decision, a statement of the 
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amounts and manner in which the determination 


was formally made and communicated to the em- 
ployees 
Q. I am an employer. On January 24, 1951, I executed 
an agreement with my employees providing for a 
general wage increase to be effective in part on 
February 1, 1951, and in part on March 1, 1951. May 
this agreement take effect without Board approval? 
\ So nie h of the increase as becomes effective on 
February 1, 1951, may be granted without Board 
approval, but the remainder of the increase cannot 
he granted without first obtaining Board approval 
Paragraph (b) of General Regulation No, 2 provides 
that only those increases which take effect and are 
applicable to work initially performed not later than 
>» 


15 calendar daus after January 25, 1951 ¢ ‘ on 


vw before February 9 may be granted without ap- 
proval 

Q. I am an employer with a collective bargaining 
agreement which provides for a cost of living in- 
crease to go into effect for work performed on or be- 


fore February 9, 1951. Can this increase be paid 


Without Board approval? 
\ Yes, prov ded the contract was negotiated on or 
hefore January 25, 1951, and provided that no fir 


ther bargaining on the amount or method of compu- 


fation is requ red 


Q. IT am an employer. On January 25, 1951, I reached 
an agreement with the representatives of my em- 
plovees providing for a wage increase to become 
effective February 1. The agreement was not actu- 
ally signed, however, until January 26th. Must it be 


approved? 


\ So long as the terms of the wage provisions of the 


agreement were completed and known by both 
parties on or before January 25, 1951, and the sole 
act remaming was the signing of the agreement, 
approval s not requ red. 


Q. What is the meaning of the phrase “formally de- 
termined and communicated” ? 
1. The requirements of this phrase will be satisfied 


) 
so long as an employer follows whatever has been 


stablished practice of informing his ¢ mployees 

that increases specific in amount are to be granted 
. os z 

on a given date. This is subject to the requirement 


that the determination and communication to em- 


, 


ployees took place on or before January 25, 1951 and 
that the nerease are applicable to work initially 


performed not later than February 9, 1951 


Q. I am an employer, who, on January 25, 1951, con- 
cluded a collective bargaining agreement providing 
for a general increase in Wages effective immed- 
iately for all employees in the bargaining unit. I 
want now to grant similar increases to employees 
outside the bargaining unit, as has been my usual 
practice in the past. Can such increases be made 


without Board approval? 
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A. No. Under the provision of paragraph (b) of this 
regulation, the proposed increases must be submit- 
ted for approval inasmuch as they were ne ithe pro- 
vided for by formal 


written agreement o7 


determination on or before January 25, 1951 


Q. I am an employee. On January 25, 1951, an arbi 
trator awarded me a wage increase effective im 
mediately. I was not notified of this award until 
January 26th. Must I now seek Board approval? 

4. No. The regulation does require that the arbi- 
trator’s award be issued on or before January 25, 
1951, but there is no requirement that such an 
award must be communicated to the employees on 


or before January 25, 1951 


Q. I am an employer. On January 25, 1951 I entered 
into an agreement providing for an immediate in- 
crease to accomplish intra-plant adjustments. In 
the event that those adjustments are not reflected 
in wage payments until February 10, 1951, must 


approval be sought? 


1. No. Under paragraph (d) of the regulation, so 
long as the agreement for the increase was entered 
into and made effective prio to January 25, 1951, 
the date of its actual payment is irrelevant and 


Board approval is unnecessary. 


GENERAL REGULATION NO. 4 

Q. What does this regulation do? 

j This requlation authorizes increases without prior 
Wage Stabilization Board approval to state, county, 

municipal and other non-federal governmental em 

ployees whose compe nsation is fired by statute, ordi 

nance or regulation of duly constituted authorities 

of such governmental bodies. Such creases, how- 

ever, are expected to conform with the National 

Wage Stabilization policy and are subject to possi 


ble review by the Wage Stabilization Board 


GENERAL REGULATION NO. 5 
Q. What does this regulation do? 
A This regulation permits, without prior Wage Sta- 

hilization Board approval, certain (1) merit and/or 
9 


length of service increases, | promotions and 


transfers, (3) rates for new and changed jobs, (4) 


rates for new employees, and (5) variations in indi- 
vidual earnings through incentive rates or plans, 
shift differentials, commission systems, overtime, 


premium, or penalty rates, or other similar auril 


wary pay practi es 


The regulations set forth in detail all of the pre 
requisites for making those individual adjustments 
which do not require Board approval. Because of 
the wide variety of practices affected by this regula- 
tion, it is imperative that you study the regulation 
carefully and that in all doubtful cases you consult 
the local office of the Wage and Hour Division 
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Mobilization and Our Industry 


Saws times are ahead. Ou 


Government predicts austerity. I 


have no crystal ball with which to 


forecast future events or the im 


pact they may have on the car 


industry. We are 


bonated beverage 


ilready faced with restrictions of 


scarce raw materials, particularly 


linum, nickel, steel, copper, tin 


rubber and ravor 


Varnis We 


credit designed to 


have limitations on 
decrease con 
sumer purchasing and aid in check 


tendencies. We 


taxes 


Ing inflationary 


have substantially increased 


on normal profits, as well as. still 


gher excess profit taxes intended 
to syphon off the profits of war and 

balancing the budget on a 
as-you-go basis. It will not be 
asy road to travel 


Perhaps, however, the experi 


] 


ence of the last war may throw 


some light on the problems to be 
mobilization, 
soft drink 
Bear in 


food, so 


faced in this partial 


ind the part that the 
may 
soft drinks are 


defined by the Department of Agri 


industry play in it 


mind that 
culture. During the last war the 
them so 
effort that 


included in a 


Army considered impor- 


tant to the soft 
drinks 
group of half a dozen 
which the 


erential 


war 
were small 
articles for 
Army insisted on pref- 
civilian 
the fol 


“Domestic ex 


treatment 


over 


supply requirements unde? 


lowing 


ruling 


changes will not be entitled to any 


preferential treatment over civilian 


enterprises except for those tem 


} } 
al to soldier mo 


drinks are already in de 


Sott 
mand in the and 


Navy 


Various Camps 


stores Bottlers who have 


such installations within their 


have an 
this 


trade territory oppor- 
additional 
Pro 


with 


share in 


business by 


contacting the 


curement Officer. Business 


forces is worth going 


the armed 


after. During the last war these 


orders were accompanied by the 


necessary priorities to insure the 


being able to get 


manufacturer’s 
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The experience of the last 

war ...a look at today’s 

situation ... enable us to 

face the future with confi- 
dence. 





by E. W. DAVID, President. 
The Charles E. Hires Co. 





scarce materials for the ordet 


the case of sugar which was ra 
tioned, additional quotas were pro 
vided 

You 


other 


recall some the 


that 


will all 
materials were difficult 


to obtain—-lumber and _ fibreboard 


bottles because 
ash, CO 


for boxes, glass for 


of the shortage of soda 
gas Which was needed by the Navy 
for fire prevention, caramel and 
other flavoring ingredients. No tin 
available for block tin 


Plastic had to be 


Was pipes 
for dispensers 
substituted for carbonated water 
Cork was 


had to be 


lines scarce because it 


imported from Spain, 
North Africa, 


was difficult to ob 


Portugal, and and 


shipping space 

tain 
Steel was in such short supply 

crown manufacturers were 


steel 


that the 


only allowed to use reject 


plates for bottle and no tin 


Caps, 
plate the 


steel 


that 


was available to 


Bottle caps Were so scarce 


plants were set up to recondition 
immersing them 
bath 
removed all the 
Then 


reformed by a_ press, 


used crowns by 


in a hot caustic which ster 


ilized them and 
cork 


they 


and lacquer decoration 
were 
dipped in a lacquer bath to prevent 
and finally a cork 


Needless to say 


rusting, new 


disk was inserted 


these crowns cost much more than 
new ones, nor did they comply with 
labeling regulations requiring the 
name and address of the manufac- 
turer 

The Office of 
tion, O.P.A., handled rationing and 
controls. The War Produc 
tion Board, W.P.B., and War Food 
Administration, W.F.A., 
sponsible for allocations. Transpor- 
regulated by the Office 


Price Administra 


price 
were re- 


tation Was 
of Defense Transportation, O.D.T 
allocated by the 
All of 
controls of 


“ven labor Was 
War Manpower Commission 
and 


these regulations 


industry made necessary by 
the exigencies of World War II. Let 


that the 


were 


us hope present begin- 


nings of mobilization will not lead 


to the necessity for such all-out 
War measures again 

Looking at the situation today 
drink 


much better position than it was at 


the soft industry is in a 


the beginning of the last emer- 
gency. Its productive capacity has 


been increased since the 


greatly 
fact, it 
extent that keen competi 


war. In has expanded to 
such an 
a tendency to 


tion has resulted in 


postpone increases in selling prices 
commensurate with rising costs of 
This 


however, is 


materials and labor 


profit 


price 
problem, being 
rapidly corrected. It must be if the 
industry is to have the 
take 


mands of the armed forces and ci- 


resources 
necessary to care of the de- 
requirements as well 

soft drink in 
too, have stepped up their 


vilian 

Suppliers of the 
dustry 
productive capacities, which means 
that should be 


needed materials 


more plentiful than before 

No one can predict future events 
but the record of the soft drink in- 
dustry 


in the last war was one to 


be proud of, and I am sure it will 
give a good account of itself in this 
For that 
can face the future, 


new national emergency. 


reason, we and 
the problems that may arise, with 
confidence that all segments of the 
industry will work together for the 


common good 
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Substitute Acids 


Tight supply for citric acid leads 


to use of alternate acidulants. 


‘on snortage of citric acid sup 





vy I ist bottlers to investi 
te the use ternate acidulants 
ind it is the purpose of this short 
irticle, developed by H. C. Korab, 
\.B.C.B. Technical Service Direc 
tor, to aid in developing possible 
1 comb tions which may be 
tist tor “us i substitute for 
Substitute acid solu 
mm the market are ger 
erally a combination of two or more 
the following: citrie acid, lactic 
cid, tartaric acid, phosphoric acid 
GQ POSSIDIN ilic acid. While they 
iy no doubt be satisfactory trom 
substitute standpoint, in some 
ases the prices quoted are far be 
vond that justified by the ingredi 
t ts 


Inasmuch as the use of alternate 
icids Is not a simple substitution, 


experimental runs should be made 


ombined with tasting checks by 
tt bottler 1onk wit obse rva 
tions tor sedimentation or color 
har re 


In order that the practical appli 


on of the commor acids used in 





the beverage industry may be bet 
! inderstood, t Is necessary to 
first consider their basic chemical 


ission of the 





d below may be 
found in the A.B.C.B. Beverage 
Production & Plant Operation man- 
lal under the chapter entitled 
“Acidulants and Preservatives.” 
Tartaric and lactic acid can gen 
erally be substituted in full or in 
part for citric acid. Tartaric acid 
will replace citric acid (hydrate 
pound for pound. For example, in 
order to prepare a standard tar- 
taric acidsolution that is equivalent 


to a 50 citric acid solution ir 


which 5 pounds of citric was used, 


» pounds of tartaric would be re- 
Lactic acid is usually purchases 
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in liquid form in concentrations of 
either 50 or &0 Generally it 
as been found that a 50 lactic 


acid has less impurities than an 


xt) concentration and on that ba 
SIS the 50 concentration Is 
to be preterred for beverage 


manufacture. Lactic acid is 
generally sold in barrels and al 
though it is in liquid form, it is 
purchased by the pound When pul 
chasing lactic acid as well as anys 
of the other acids, edible or food 
yrade should be designated 

In order to obtain a standard lac 
i¢ acid solution equivalent to 


i, citric acid solution, (5 Ibs. cit 


ric made up to 1 gal. with water 
150 ounces of 50 lactic acid is 
required to replace 1 gallon of 50 
citric acid. As a substitute for a 
standard citric acid solution calling 
tor 4 pounds citric acid made up to 
1 gallon with water, 120 fl. oz. of 
50 lactic acid plus & oz. of watet 
may be used gallon for gallon 
Even though the two aforemen 
tioned acids are calculated to give 
an equivalent strength by weight 


with citric acid and can be used as 


a 100 replacement, a slight 
change in taste may be noted in the 
finished beverage. For this reason 


it is recommended that not more 


than half of the formula be made 
up of substitute acids 

While it is possible to substitute 
citric acid 100 with tartaric or 
lactic acid, singly or in combina 
tion, the same generally cannot be 
accomplished with phosphoric acid, 
A.B.C.B 


laboratory tests have shown that a 


which is a mineral acid 
100 replacement of citric acid 
with phosphoric alters the taste of 
fruit flavored beverages. However, 
in one brand of ginger ale, it was 
found to be a passable substitute 
Even with only 50 of formula 


replacement of citric with phos- 


phoric acid, tests showed that the 
beverage flavor was altered more 
than when lactic or tartaric acid 
replaced citric entirely, or whet 
the latter two acids were used it 
combination with citric acid. | 

der normal conditions phosphoric 
acid Is easier to obtain and at low 
than citric, lactic, and 
acids We 


gest that if phosphoric’ acid must 


e! cost 
tartaric therefore sug 
be used, it should not replace more 
than 50°, of citric, tartaric, or lac 
tic acids. All of these are reasons 
for considering very carefully the 
nature of prepared acid solutions 
offered for sale in time of tight 
supply 

In order to obtain a phosphoric 
acid solution that is fairly close to 
a 50 citric acid solution (5 Ibs 
made up to 1 gal. with water) it is 
suggested that 92 ounces of water 
be added to every 36 ounces of 75 
phosphoric acid. One can readily 
see that this solution will not con 
tain the same amount of acid on 
a Weight basis, however, the pH 
and grains acid per gallon of the 
solution will be close to that ob 
tained with citric acid 

{]l acids used for 


st be of edible grade 


beverages 


Dad’s Root Beer Plans South 
America Franchise Drive 

The Dad’s Root Beer Company 
of Chicago is preparing to expand 
its activities into the South Amer 
ican market, according to an an- 
Mark 


general sales and export manager 


nouncement — by Maxwell, 

“We've been urged to go into the 
export market for a long time,” 
Mr. Maxwell stated, “but 
held off while we were expanding 


in the U. S 


we've 


market. Now we're 
ready to open a complete merchan- 
dising, production and sales pro- 
continental 


gram outside the 


United States.” 


Seven-Up In Eire 
Seven-Up is now bottled in Eire 
by T 


established organization in Tipper 


Kiely & Sons, Ltd., an old 


ary. The firm is headed by Timothy 
Kiely and his four sons, Jerry, 


Larry, Timmy and Bobby 
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arawnh 


Ao 


‘parallels’ can be 


rom merchandising trends and 
it into operation 
bottlers, was ex- 
Walter D 
Merchandis 


Owens-Illinois 


recently by 
Plumme) Assistant 
Manager of 


+ ] 


ion Parallel,” according 
Plummer, is simply the tech 
an unrelated 

in the 

dising 
beverage 

“parallel” cited was cashing 
Food Topics Report that 
billion dollars is) spent 
mn party foods and bev 


iking advantag 


Suyyvesting a 


Spec ial 


verage bar” to 


Mr. Plummer recommended that 

of carbonated beverages 
more frequent taste demon 
retail stores similar 
eithe) 


food sample-testing 


“thirst Knows 


Another “Parallel” Cited 


One supermarket ope 
creased carbonated bev 
in the same manner he 
jams and jellies by 
ind back-lighting ar 
of colorful beverages 
glass bottles, My 

Plummer said 
Regardless of whether the car 
bonated beverage is a premium 
or a popular priced 
bottler car 


quite otter 


his nest by suggesting a 
display of his own brand and that 
of competitors as well, Mr. Plum 
mer stated. He based his statement 
conducted by 


on recent surveys 


22 


Sales Trends Can 


Go To Work For You! 


food magazines which point out 
brand of a 


better 


that one particular 


item will sell when dis- 


played side-by-side with another 


brand—one premium priced and 
the other popular priced 

New merchandising idea to sell 
oysters serves as a selling parallel 
tor carbonated beverages, Mr 
added. Big Penn Fruit 
Philadelphia, has 


done an outstanding job in selling 


Plummer 
Supermarkets, 


oysters by packing them right in 
the store in glass jars and me} 
chandising them on a table filled 
with cracked ice 

Carbonated beverages, if at 
tractively displayed in a large bowl 
full of crushed ice or cubes, would 
indicate to the shopper a refresh 
ing and enjoyable item for evening 
snacks while watching television, 
Mr. Plummer said. 

Another “ 


of a beverage bottler who started 


parallel” cited was that 


his advertising in October instead 
of March while his competition was 
taking it easy. He tied this in with 
store demonstration displays and 
other promotional merchandising 
efforts during the season when his 


competitors were taking a nap 


Two-Point Program 


Mr. Plummer suggests to bot 
tlers the following double-barreled 
promotion program: 

Barrel No. 1. Constantly Keep an 
focused for 


eagle-« ve promotion 


ideas. Read trade journals, take a 
shopping tour through all types of 
retail stores, see how other prod 
ucts related or unrelated with cat 
bonated beverages are being sold 
Test your ideas in small ways, if 
they click, go all-out, “try things.” 

Barrel No. 2. Review past experi 


ences, ‘peat some of the ideas 


tried when new and fresh in the 
business, take a few gambles 
nothing ventured—nothing gained 
The lifeblood of the 


business is merchandising enthusi- 


bottling 
asm, keep it high, make it good, 
and keep everlasting at it to get 
the full share of the consumer's 
dollar, Mr 
tremely vital now that every bot- 


Plummer said. It is ex- 


tler do an ever-increasing, enthu- 


siastic, tactful, industry-building, 
unrelenting job in his city, in every 
neighborhood, Mr 


cluded. 


Plummer con 


Cincinnati Coca-Cola Re-elects 
Directors, Officers 

Directors of the Coca-Cola Bot 
tling Corp., Cincinnati, were re 
elected at the annual meeting of 
stockholders last month. The board 
members are William O. Mashburn 
Jr., J. Cromer Mashburn, T. H 
Lasley, Robert A. Black, Clarence 
Avery and Theron Usher 

The directors then re-elected W 
O. Mashburn, President; J. Cro 
mer Mashburn, Executive Vice 
President and Treasurer; M1 
Lasley, Vice-President, and M1 
Black, 


Secretary 


Canada Dry Promoting Cartons 
On TV “Jackpot” Show 

Canada Dry is placing extra T-V 
promotion behind its 6-bottle handi- 
pak cartons of ginger ale in the 
New York area by offering them as 
the jackpot prize on the WOR-TV 
quiz show “The Better Half.” A 
true Jackpot of cascade proportions, 
Canada Dry’s award includes 100° 
handi-paks and $100, and may be 
doubled, trebled or go even highe1 
if contestants miss the jackpot 
question one or more weeks in suc- 


cession 


National Bottlers’ Gazette 








LESS WEAR ON 
HOPPERS AND CHUTES 


because Armstrong’s Hi-Speed 
Crowns have no burr 


on the underside 


No burr on the underside! That unique construction 
makes Armstrong's Hi Spec d Crowns 
ideal tor modern capping lines 

Because of this construction there’s less 
triction and scraping of crowner hoppers and 
chutes. There’s less friction on your lines # 
too—How is more even. There's tar less dust in 
rowning machines. Scratching or marring 
t crown decorations is kept ata minimum. You 
get considerably tewer hang-ups 
not nearly so much downtime 

Yes—the advantages of Armstrong's Hi Speed 


Crowns all add up to better bottling. These 





rowns cost no more than regular crowns 
For further information, write direct to 
Armstrong Cork Co., Glass and Closure 
Div., 6304 Prince St., Lancaster, Pa. 







A) 


THERE’S A SOURCE OF SUPPLY 
NEAR YOU 
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Nesbitt's Executive Defines ver w franchi Community Tie-Ins Increase 


“Ideal” Route Salesman al Michigan Bottler’s Sales 


Idberg, Ellenville, New Continuous community sales 


M. Howard. Pai motion is responsible for the 
Kentucky; T. A. Bartlett, Ji creased sales of the Squirt 


Angelo, Texas; C. T. Goolsby ling Compan) 
Alabama; A. T. Murphy ran, according 
Florida; George E. Hamil 
Marion, Ohio; W. M. Williams 
Alabama; W 
Mississip! 
Lexington 
Mobile, 


samp 


Plant's Sales Up 254, Despite 
Price Increase 


Inj i full \ pera peopl he room Is I! 


ommodati! 


Boy Scout 
B ifeau 


Wedding 


increased sales 
he 200.000 


lanayement 


“Biggest” Contest Launched by 
New Orleans Bottler 
Zetz Seven-Up Bottli 
of New Orleans 
soring 


mnitest 


imes 


Introduced 


} 


om 


who shows 


(}-So Grape Adds Eleven New 
Bottlers 
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Whats taa Yame? 





KLEEK-O, the Eskimo boy, is 
one of America’s best-known 
trade-marks. 


There’s Both Profit and Satisfaction 


in Bottling Clicquot Club 


Bottlers who have the Clicquot Club franchise 
cash in on one of the oldest, best established 
names in the soft drink field. 

Clicquot Club helps its franchise bottlers to 
make satisfactory profits . . . cooperates with 
them in advertising and merchandising toward 
this end. . . holds extract costs down... and 
provides a full line of 17 fine quality flavors. 

Some territories are open. Write Franchise 
Department, Clicquot Club Company, Millis, 


Massachusetts. 


Clicquot 


(Pronounced * KLEEK-O ) 


Club 


BEVERAGES 


Pale Dry and Golden Ginger Ales Cola 
Sparkling Water Sarsaparilla Root Beer 
White Soda Cream Soda Tom Collins Mixer 
Lime Rickey Orange Soda Strawberry Soda 
Vineyard Punch Cherry Soda Eskimo Cooler 
True Fruit Raspberry Soda = Quinine Water 


MADE IN AMERICA — BEST IN THE WORLD 











































CURRENT PRICES 
BOTTLERS’ INGREDIENTS 








HIGHER LOWER 
cal 
Jamaica No, 2 $0.02 inger root, African. 
Jamaica No. 3 
Nigerian 
Tonga vine 
Vanilla beans, Mexican, 
whole Cuts 
Flavering Oils 
Geranium, Bourbon 
Peppermint, USP 








TABULATED PRICES 


FOLLOWING are the latest and most accurate market quotations obtainable. 

Special attention is called to the indented paragraph next following: 
NOTE.—The prices given in the following bottlers’ ingredients market re- 

ports are for bulk quantities in original packages. Retail buyers cannot reason- 


ubly expect to 
arious charges 


get small quantities at the figures here quoted, as there are 
to be added, which often greatly augment values before whole- 


sale dealers or jobbers stock goods. 


MISCELLA NEOI 
la t 
Lemon Pee 


ROOTS 
Ginger—Africz 
Jamaica No. 1 
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Prices irticles 


No. 2 
No. 3 
Nigerian, split 
Sarsaparilla, Hond 
Mexican 

Tonga 


FLAVORING OII 
Almond—Artificial 
Anise, Lead free U.S.P 
Bergamot—Natural 
Synthetic e 
Birch Tar—Crude 
Rectified 
Cassia, Redis 
Cinnamon, bark oil 
Leaf oil 
Citronella—Ceylon 
Java 
Clove 
Geranium— Algerian 
Bourbon 
Turkish 
Ginger 
Grapefruit 
Juniper, Berry Oil 
Lemon—Italiar 
Californian 
Lemongrass 
Lime—Distilled 
Expressed 
Mace 
Nutmeg 
Orange—distilled 
Expressed, Brazilian 
Californian 
Florida 
Italian 
West Indiar 


atural 
Synthet 


METALS 
Crov 


SIRUPS 
Corn, 42 
Dextrose 
Rock Cand 


Simple 


SUGAR 

Cane, Granulated 
Beet, Granulated 
Sugar Cotoring 


M. G. Schroeder 
Myron G. Schroeder, 52, co- 
» 


owner of the Presque Island Bev- 
erage Co., Erie, Pa., died recently. 


J. B. Templeton 


J. B. Templeton, former co- 
owner and general manager of the 
Seven-Up_ Bottling Company of 
Huntsville, Ala., died recently. Mr. 
Templeton’s death came a day after 
the ownership of the company had 
passed into the hands of a corpo- 
ration headed by N. J. Jenkins 


J. B. Liebenthal 

J. B. Liebenthal, vice-president 
and one of the founders in 1913 of 
the Variety Club Beverage Co., To- 
ledo, Ohio, died March 12. He was 


68 


R. L. Preseott, Sr. 

Raymond Lee Prescott, Sr., pres- 
ident of the Tullahoma Double-Cola 
Bottling Company, Tullahoma, 
Tennessee, died last month. Mr. 
Prescott, 69, established the 
Double-Cola plant in 1930 and was 
active in its operation until illness 
forced him to retire about five 


years ago 


J. L. Hollingsworth 

John L. Hollingsworth, 43, office 
manager for the Coca-Cola _ Bot- 
tling Company, Beaumont, Texas, 
died recently. Earlier in his career, 
Mr. Hollingsworth had served in 
various capacities for the Coca- 
Cola Company in Gadsden, Ala- 
bama and in Pensacola, Florida 


Fred W. Binder 

Fred W. Binder, president of 
Binder Bros., Inc., Orange-Crush, 
Dr. Pepper and Dad's Root Beer 
bottlers in Yankton, South Dakota, 


passed away recently 


R. Brooks Brown 

R. Brooks Brown of Louisville, 
Kentucky, the dean of Anchor 
Hocking salesmen, passed away 
February 21. Mr. Brown, whose 
life work was dedicated to the 
packaging of products in glass, be- 
came connected with Anchor Hock- 


ing Glass Corporation in 1905 
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Big Pepsi Operation Launches 
Nine-State Sales Drive 

With its sales campaigns ex 
ceeding all | vious records In its 
Pe psi Cola 


nine-sta F a, tne 


Metropolitan Bottling Company, 


Inc., has named Phil Rubenstein 
former Coca-Cola sales promotion 
executive, as Sales Promotion and 


Vending 


nounced — last 


Manager. This was an 
month by Varney 


Graves, president of the Metropoi 


iti Bottling Company, a wholly 
owned subsidiary of the Pepsi-Cola 
Company operating or- 


yaunization 


company-ownhe d 


y | fa 


PHIL RUBENSTEIN 





Mr Rubenstein’s 


poimntment 
comes at a moment when the Pep 
si-Cola Metropolitan Bottling Com 
any is mapping new market-pen- 

n drives modeled on pat 
terns already proven successful ir 


idvancing nome Sales ! specihe 


t 
markets 

the New York 
Metropolitan Bot 


If, they will 


rounding 
Massachusetts, New 


Jersey 


York, New 
Pennsylvania Virginia, 


\labama, Louisiana 


rennessee, 
ind Mississippi 
During 16 vears in the soft 


drink field, Mr 


worked as a route salesman, in ad- 


Rubenstein has 


vertising, on the export side, as a 
it manager, and in sales pro- 


Most 


with the 


motion recently he served 


Coca-Cola Company 

Promotion Manager of the 
New York City and upstate New 
York areas. He has also held posts 
Manhattan 


Sales 


as plant manager for 


and Staten Island 
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United States Population Passes 
153 Million 


The total population 


United states, including armed 
about 153, 


1951, ac 


cording to estimates taking into ac 


forces overseas, Was 


085,000, as of January 1, 


count the 1950 Census, which were 
released recently by the Bureau of 


the Census, Department of Com- 
merce. This figure represents ar 
increase of 1,953,000 or 1. 
cent, over the corresponding 


for April 1, 1950 


New Labeling Measure In Sight 
For California 

After 
with the California State Depart 
Health, 


Food and Drug Inspection, on the 


montns ol negotiations 


ment of Public Bureau oft 


subject of label requirements or 


packaged foods, California bottlers 


have succeeded in having an As 


sembly bill filed at Sacramento de 
signed to amend the present law to 


permit bottlers to thei 


identify 
products by area, if desired. The 


bottlers working actively te 


passage 


measure chiefiy pro 


a food shall be deemed 


misbranded, if in bottled o1 


unless the 


other closed containers, 
name and principal location of the 
bottler are shown on the containe} 


However, the name and _ principal 


AND ROUTE CONTROL 
IS IMPORTANT TO YOU! 


CAN EACH OF YOUR 
- DEALERS DEPEND ON 
REGULAR AND COMPLETE 
SERVICE? 


PIN-UP MAILINGS 


The Grapette Co. is continuing 
its monthly mailing of a “Pin-Up 
girl to each of its bottling plants 
for posting on bulletin boards. 
Each photograph is designed to 
serve a double purpose: (1) At- 
tract the eyes: (2) Sell an idea. 





location of the bottler may be shown 
the crown in the case of dis 
tinctively-branded bottles 
The measure was drawn up fol- 
lowing numerous conferences of of- 
ficials of the California and Nevada 
Manufacturers of Carbonated Bev 
erages William P. Duffy, 
Chief, Bureau of Food & Drug In 


State 


with 
spections, Department of 


Public Health, San Francisco 


Monroe County (N. Y.) Bottlers’ 
Group Elects New Officers 

M. Richardson, president 
Bottling 
Rochester, N. Y., was installed as 
Monroe 


Association at a 


7-Up Company, 


president of the 


Bottlers 


County 
recent 
meeting of organization. He 
succeeds Lennart Anderson ot 
Rochester Coca-Cola Bottling Com 
pany, who presided at the meeting 
Other officers installed were 
Vice president, Samuel Rizzari, Im- 
Beve raye ( 0 


Addante, Union 


perial treasurer, 


Emilio Beverage 
Company; and executive secretary, 


William Baker, Baker's Beverages 


Quarts Retail At 50¢ Per Bottle 
In Japan 

The “Clicquot Club Trail’, house 
organ of the Clicquot Club Co., Mil 
lis, Mass., 


recently provided the in- 


eresting information that “in Ja- 
quarts retail for about 5c 

It added: 
“Consumption Is largely by 
American military and civilian pe) 
sonnel, but we are told that the 
who have a 


ass Japane Se 


American clubs are grow 
ing very fond of Clicquot Club, as 
they are of most other American 


importations since the occupation.” 


Plant Installs Pallet System 


The pallet system in handling 


cases and loading transports has 


been put into by the 


} Ope ration 


Seven-Up Bottling Company. of 


Jennings, Inc., Jennings, La 
The system has simplified and 


economized the handling of cases, 


it was announced. Two-thousand 


pound fork lifts were purchased 
for the plant in Jennings and the 
development’s two branches, at 


Lake Charles and Lafayette, La 
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BOND GROWN NEWS 





TRADE EDITION 


FOR SOFT DRINK BOTTLERS 


NO. 


5 





New Wax-Treating Process for Liners 
Seals Off Cork from Beverage 


Exclusive deve lopment by Bond engineers 


MINNIS seepage and saturation at crown 


Cork is one 


sealing mediums known. It resists 


of the most efficient 


moisture and liquid penetration. 
For all practical purposes, it’s 
chemically inert. 


However, it’s possible for even the 
best cork liner to become satu- 
rated from prolonged contact 
with a beverage. And if moisture 
seeps through to the metal of the 


cap, Corrosion may follow. 


Bond engineers have licked this 
problem by impregnating plain 
liner cork discs with a special pan 
affin wax mixture. This wax pene 
trates every “pore” of the cork 
to insure a positive seal. 


This new wax-treating process is 


exclusive with Bond. It is a typi- 
cal fruit of the continuous efforts 
of Bond engineers to make bottle 
sealing ever easier, better and 
more scientific. Services of Bond 
engineers are available at all times 
to Bond customers. 





Impregnated with a special paraffin 
this cork liner dise defies 


saturation and attendant seepage 


wax mixture 
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WILMINGTON 99, DEL. 





The new wax-impregnation process is inte- 
grated into Bond's straight-line manufac- 
ture. Reduced handling assures a scrupu- 
lously clean product. 


Triple Inspection Assures 
Continuous High Quality 


Every Bond crown is checked at 
least three times on the production 
line, and spot-checked again before 
shipment. Whenever you buy Bond 
crowns, you get Bond quality. 


CROWN and CORK CO. 


A SUBSIDIARY OF 





PLANTS 
3505 $0. CARROLLTON AVE. 
NEW ORLEANS 18, LA. 


Véth ond LOCUST STS 7515 THOMAS BLVD 


PITTSBURGH 8. PA. 








BOND 


CROWNS 





WHY BOND CROWNS GET 


ETTER ALL THE TIME 


In recent months, Bond scientists 


have improved Bond crowns 

in these important ways: 
Developed controlled applica- 
tion of albumen film for posi- 
tive adhesion. 


Developed clean-shearing 
of crown shells to minimize 
scratching, dust and corrosion 
at edge. 

Helped develop ultra-high- 
bake varnish to minimize sur- 
face scratching. 


Developed manufacturing pro- 
cesses for corrosion-resistance 
at inside of skirt. 

Specified use of special steel 
with uniform tin coating for 
corrosion-resistance and rich 
appearance, 

Developed electronic counters 
to assure absolutely accurate 
delivery. 

Developed straight-line manu- 
facture to assure highest stand- 
ards of quality and cleanliness. 








CONTINENTAL CAN COMPANY, INC 


BOND CRIWN CO. OF CALIFORNIA 
3101 E. 12th ST., LOS ANGELES 23, CAL. 
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Higher Truck Taxes Face 
California Bottlers 


California bottlers, aroused by 
the large number of bills proposing 
higher taxes for private trucks to 
be considered shortly by the State 
Legislature, are making an or- 
ganized effort to oppose the mea- 
sures. One of these plans would 

a gross weight schedule re- 
the present unladen weight 
plan, with a heavy increase in 
taxes for private truck operators 
\nother would institute a ton-mile 


' 


ix Which would also increase taxes 


ind add to administrative costs 
Still another would raise additional 
revenue through the Imposition of 

supplemental gasoline tax on 
trucks. There is also a proposal to 
make an overall increase in weight 


ees of about 25 per cent 


(George Culley, secretary of the 
Nevada Manufa 


Carbonated Beverages, 


California and 
turers of 
has asked members to rush truck- 
ing statistics to association head- 
quarters for use in combatting tax 
nereases. Specifically sought is the 

imber of trucks of each membe? 
n eight weight classifications, the 
percentage used in city operations 
only, the average annual mileage 
for each group and the average an 
nual number of gallons of gasoline 
consumed by each group. This is 
for the use of the Legislative Com- 
mittee in its appearance 


Senate and Assembly Committees 


before 


Top officers of the parent Pepsi-Cola Company. including president 
Alfred N. Steele (behind gentleman, center, holding bottle) were among 
the more than 500 persons attending the second annual banquet of the 
New York Pepsi-Cola Soft Drink Distributors Association, Inc., March 
24th, in N. Y. C. This group shows the association officers and Pepsi-Cola 


officials who were seated at the dais. 





N. Y. Pepsi-Cola Distributors 
Hold 2nd Annual Banquet 


Upwards of 500 persons, includ 
ing top officials of the parent Pep 
si-Cola Co., attended the second 
innual banquet and installation of 
officers of the New York Pepsi- 
Cola Distributors Association, Inc., 
it the Hotel Statler, New York 
City, Mar. 24 

Feature of the affair was a pres- 
entation by the parent company 
to the distributors’ organization 
of a five-year contract. Alfred N 
Steele, president of the Pepsi-Cola 
Co., told the association members 
that the long-term contract was a 
reward for their honest and con- 
efforts—efforts 
have paid off in increased volume 


sclentious which 


In his message, Sid Glichen- 


house, president of the association, 


STUDENTS LEARN PLANT OPERATION TECHNIQUES 
Thirty-two technical men from the soft drink industry attended the A.B.C.B. 
plant training course March 5-10 at the Sheraton Hotel in Chicago. Pic- 
tured above is one of the sessions with J. H. Buchanan discussing the 


subject of syrup making. Mr. 


Buchanan was one of eleven industry 


representatives who acted as instructors during the six-day series of 


day and evening classes. 





pointed out that the distributors’ 
group “showed an overall gain of 
100,000 cases in 1950 over the pre- 
year.” He = also 


ceding promised 


continued cooperation with the 
parent Pepsi-Cola Co 

Other officers of the association 
are Frank 


dent; Al Sommer, treasurer, and 


Staropoli, vice-presi- 


Sol Siegel, secretary. Directors 


ire Edward Meyer, Ruby Pastor 
ind Guy Amisano. Jack Levine 
headed the Banquet 


which arranged the affair 


Committee 


$100,000 Sales Incentive Drive 
Launched by Dad’s 

Mark 
manager of Dad’s Root Beer Com- 


Maxwell, general sales 
pany Chicago, has announced a new 
$100,000 sales incentive program 
for route salesmen of Dad’s fran- 
bottlers throughout the 


United States. 


chise 


It is estimated that 2,500 route 
salesmen will participate in this 
new promotional program. Prizes 
totalling $100,000 in cash and mer- 
offered for 

exceeding 


chandise are being 


those route salesmen 
quotas based on their 1950 sales 
experience. A bonus incentive of 
5c per case over quota is the route 
salesmen’s inducement, the highest 
national per case incentive ever 
ffered in our industry 

With over 200 active Dad’s Root 
Beer bottlers in the United States 
at the present time, it is estimated 
that this campaign should produce 
an increase of 40°, in Dad's sales 


in the coming summer months. 
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Question: WHAT MAKES\THIS\-BOTTLE BETTER? 


& 


Now examine the wedge-shaped con- 
struction of this WEDG-WALL 
Bottle — see how the sidewalls are 
molded to provide extra strength. 


Note the irregular distribution of glass 
in the shoulders and sidewalls of this 
ordinary beverage bottle. 





A. For one thing, the way it resists breakage ... the result 
of Thatcher’s outstanding SHOULDER & SIDEWALL design! 


With Wedg-Wall Bottles, the glass in the shoulders and sidewalls 
is carefully distributed so that it reinforces that part of the bottle 
receiving the greatest abuse. This special wedge-shaped construction 


produces a far stronger bottle — means you get extra trippage when 
you use Thatcher Wedg-Walls. 


Your nearby representative will be glad to show you the advantages 
which only Wedg-Walls offer. Contact him today — or write, wire or 
phone Thatcher Glass Manufacturing Co., Inc., Elmira, N.Y. 


(Wether iy 
WEDG-WAIL THATCHER GLASS MANUFACTURING COMPANY, (NC 


A A 4c Factories: Elmira, W.Y., Streator, Wl., Lawrenceburg, Ind 
ie Sales Offices BOSTON BUFFALO CHICAGO CINCINNAT! DETROIT = LOUISVILLE 
*T.M. Applied For 


WEW YORK PHILADELPHIA ROCHESTER, WY ST. LOUIS ST PAUL «=—- WASHINGTON. OC 
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Most wanted 


What makes a customer pick a carton of 
Hires? It’s the name on the bottle! And the good- 
ness inside! 

Yes, Hires is a name that really stands for 
something! It’s been one of the most wanted 
beverages in America for 80 vears. It’s nationally 
advertised, nationally known. It’s got that in- 
tangible something which is known as “consumer 
acceptance.” 

Put it another way. When you bottle Hires, 
you’re selling something that people want. You’re 
not a bottler. You’re the bottler. And you'll soon 
find out — as 60 other brand-new Hires franchise- 
holders have found — that Hires gives you volume 
and turnover! And —as all the other hundreds 
of Hires bottlers will tell you — that’s what makes 
the do-ray-me pour in! Want some of it? Write 
to The Charles E. Hires Co., 206 South 24th 
Street, Philadelphia 3, Pa. 


Made urth 


eee a eta 
pV ROOTS~ BARKS - HE S 
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MATHIESON 
pry ICE 
WAREHOUSES 


SWIFT 
ase you | PEPENDABLE 
COMPLETE 





DRY ICE SERVICE 


Mathieson maintains ample Dry Ice stocks in your 
locality — to meet regular requirements — and to 
provide a reserve for extra demands. Each of our 17 
strategically located warehouses are adequately 

staffed and equipped to provide dependable service at 
all times. Technical assistance is available to aid 

in the solution of your Dry Ice problems. 


Contact the nearest Mathieson warehouse — see 
how a Mathieson contract assures you an ample 
supply of top-quality Dry Ice—backed by 
top-flight service. Mathieson Chemical Corporation, 
Mathieson Building, Baltimore 3, Maryland. 





SERVING INDUSTRY, AGRICULTURE AND PUBLIC HEALTH 
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SEALED-IN FLAVOR 


right from California's sunny groves... 


Bottle pr ftably what the consumer 
wants to buy—America’s favorite 
orange and lemon drinks, made 


with Exchange fruit juice bases. 


CALIFORNIA 
FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California 
400 West Madison Street, Chicago 6, Illinois 
99 Hudson Street, New York 13, N.Y. 


Always sold in cans to seal in the 
flavor until you use them. 


ince 


BOTTLERS 
ite 35 
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STRONG CASES 





for SOFT DRINKS 


“~~ 


THUMP! BANG! * Pxllx?? 


River Raisin soft drink cases CAN 
TAKE IT. They're tough, strong and 
durable—give maximum trippage— 
more RETURNS for your money. The 


RR Creative Department is at your 


beck and call. 
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RIVER RAISIN 
PAPER COMPANY 


MONROE, MICHIGAN 


CORRUGATED AND SOLID FIBRE SHIPPING 
CONTAINERS e PACKING MATERIALS 
FIBRE BOARDS ¢ CORRUGATING STRAW 


ONE CALL FOR ALL = DIMENSIONAL DISPLAYS 
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WHAT KIRSCHS BEVERAGES, ING. SAYS ABOUT LIQUID SUGAR 


WHEN YOU USE FLO-SWEET® YOU GET SERVICE 


Ask any Flo-Sweet customer—ask every HERE'S WHY FLO-SWEET MEANS SERVICE 


Flo-Sweet customer—they’ll all tell you Refined Syrups & Sugars is the largest 
, liquid sugar manufacturer in the country — 


“Refined Syrups & Sugars have never let 


has the industry’s most complete produc- 
tion and storage facilities for liquid sugar — 


” 


me down! 


That kind of service means you have no 


Prrrainteins the largest number of tank- 
trucks, tank-cars, and tank-ships in liquid 
De in service — 


is the only refiner in the East maintaining 
liquid sugar warehouse and storage facili- 
appointed customers. ties away from our refinery for customer 
service. 


Ppresneet production facilities are flexible 
to take care of the unusual in sugar re- 


plant shutdowns, no lost orders, no dis- 


That kind of service gives you better 
, quirements. 
planning, greater economy, more repeat s 


Flo-Sweet provides emergency delivery 


orders and larger profits. service. 


For dollar-saving, product-sanitation and always-re- 
liable service, you can’t beat Flo-Sweet Liquid Sugars! 


ANITATION AND SERVICE 
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CONVERSION UNITS 


for—§ ODD CENT 
SALES 























¢, On 
0 Our 
* Ney tio Y, "do, 
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& 


(CN ATIONA L) REJECTORS, INC. 


5100 SAN FRANCISCO « ST. LOUIS 15, MO. 


Greatest Name in Coin Control Devices* Near You, a NATIONAL SERVICE CENTER with Factory Trained Engineers: NEW YORK-CHICAGO-ST LOUIS+LOS ANGELES 
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You don’t have to read past the headlines to realize that new bottling equipment is going to be harder 
to get all the time. And it goes without saying, that the bottlers who have the newest equipment are 
going to have the easiest road to travel in the months and years ahead. 


If a Cem 20 meets your requirements, you can have a new one on your line in time for the busy sea- 
son just ahead. And, you're going to get years and years of top performance from this machine, too. 
Cem 20, like all Cem machines, is superbly engineered throughout for efficient, economical performance 

. day in and day out they get the goods out on schedule. And this filler gives you many important 
savings .. . another big point these days. 


You can’t go wrong with a Cem 20... especially today. New Cem equipment is never an expense... 
it’s an investment... now more than ever. Call your Crown Representative about these Cem 20’s to- 
day. Remember . . . although there'll be more in the months ahead, there’s a limited number available 
for prompt shipment. 





IF YOU ARE INTERESTED IN 
OTHER CEM EQUIPMENT, now 


is the time to place your order 


You'll do better with a complete Cem System 
Cem Saturators, Water Coolers, Syrup Coolers, Mixers and Convey- 
or Equipment are available for shipment with Cem 20 Fillers. Make 
sure of maximum efficiency and economy in your operation by in- 
stalling a complete Cem System. 


CROW N CORK & SEAL COM PANY Machine Sales Division * Baltimore 3, Maryland 


against future production schedules. 
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Chemicals you live ty 


DIAMOND DIAMOND i) DIAMOND 
TECHNICAL TECHNICAL a TECHNICAL 
SERVICE SERVICE SERVICE 


ENGINEERED CLEANING 
is a three faced guy 


Do you ever have any washing troubles? If so, there's something in your 
process that could be improved. 

And how would you go about improving ? First test; then prescribe; 
then check up on the results to measure your gain? 


Diamonp Engineered Cleaning follows exactly this pattern. Our Tech- 


nical Serviceman is trained to serve your plant like a doctor, a chemist, 
an accountant. He will first test your water, types of soil, conditions, 
machinery ’s etheiency and (this is very important) he will check up on 
the correct use of washing and cleaning compounds by your employes. 
You'd be surprised what great waste we have discovered in many plants. 
The Diamond man is competent to prescribe washing and cleaning 
compounds to produce the best results at the lowest cost for your par- 
ticular plant conditions. 
Phen your Diamonp Technician. as an accountant, can help you figure 
out how much he has saved you. 
This service costs you nothing. We do it for eood- 
will. It is a long-range benefit to us, if we can save 
you money. Why not take advantage of it. Have a 
Diamond Technical man equip your plant this week 
with Engineered Cleaning. 
For DIAMOND Technical Service, call your nearest 


+ aan DIAMOND Sales Office. 
DIAMOND 


TECHNICAL 





DIAMOND WASHING COMPOUNDS 





DIAMONE ALKAL COMPANY CLEVELAND 14 OHIO 


HI-TEST” 
NO. 2 


HI-TEST® 
3 


SEQUET™ 


CHEMICALS 
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get set for a 


BIG SEASON 






BRAND 


Spring flowers bloomin’ PYiy 


Orange Sales boomin’ ORANGE BASE 







CENTURY 801 ORANGE BASE 
gives you everything you need 
for a fast-selling orange drink! 


QUALITY= Made from the finest California Valencia oranges. Constant research keeps it 
superior to all other orange beverage bases. A COMPLETE, READY-TO-USE BASE=No "extras" 
to buy. Everything provided, including preservatives and hard-to-get citric acid. EASY TO BOTTLE — 
No measuring. No complications. |00 pounds of sugar to one gallon of base. GUARANTEE = Try it at 
our risk. Order 12 gallons. Use one gallon. If not satisfied, return || gallons and you owe us nothing. 
We pay freight both ways. ORDER NOW= Don't delay. Be prepared for spring sales and profits. 


CITRUS PRODUCTS COMPANY « 11 East Hubbard Street * Chicago Il, Illinois 


lg, 5. CHOCOLME SOLDIER is America’s biggest-selling 


quality chocolate drink. Ask for the facts. 
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Read What Coca-Cola of 
coca-CoLa Bot rung COMPARS Washington, Pennsylvania 
peter Says Abcut the Efficiency 

and Economy of 


ewans sales Company HEATERS 


ve * sas 
Rock, Arker 


Wa 


ia. en oo : : 
trentior Here is a letter from another en- 
Te 12 wi thusiastic user of Evans Auto- 
— Send coal re Fe . 2 of ft §.00 matic Heating Units. Certainly 
ard fugues se washen ompar tne! this is additional evidence that 
per cases ach YOU should check and see how an 
The Evans Neo terially rec = coe vel! Evans Unit will save you money. 
sr us ove! r former it nes done for Use time and trouble! 
satisfied with © - rely, 

ocnacota porTTG COMA 


WALT + js 
AAS / Derr 
ameron 


P 


Do a better job at less cost 
with an Evans Heater! 


@ ECONOMY is the principal reason bottlers are quit- 
ting obsolete solution heating methods and are turning 
to Evans Units. An Evans Unit will save you money, 
time, labor, bottles, insurance! This revolutionary solution heating 


; nee unit burns gas. Holds temperatures 
Send for our booklet, “The Calorific is Terrific automatically; just light it and for- 
and names of Evans owners in your vicinity get it. There is a size for every need. 








Manufactured by G. C. EVANS SALES COMPANY, Little Rock, Ark. 
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IN 
SALES 
RECORDS 


It's no wonder Glenshaw Color-Print 
Bottles can boost sales over the year, 
for every day they're in use your 
product-name and trademark are seen 
at a glance at the point of sale! Labels 
in color on glass; less labor, more 
economical production, stronger sales 


appeal! They're your best buy for '51. 


GLENSHAW GLASS CO.,INC. 


Glenshaw, Pa. 


CURIE 
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for BOTTLERS 


More than 50 BRAND-NEW 
improvements . . . including 


NEW! SMOOTHER RIDE with new, “Ori- 
flow” shock absorbers—standard equip- 
ment on 'y-, 34-, and 1-ton models 


NEW! EASIER LOADING with lower 
ground-to-floor height—on all models 
through 2 tons. 


NEW! EASIER BAD-WEATHER STARTING 
with new motstureproot ignition and 
high-torque starting motor. 


NEW! MORE ECONOMICAL PERFORM- 
ANCE with higher (7.0 to 1) compres- 
sion ratio—on all models through 1 ton. 


NEW! SMOOTHER ENGINE IDLING with 


“hotter” spark plugs; on all models 
through 1 ton. 


dge 
Bee oo day for 


De 


o the most for you / 


BRAND-NEW POWER 


power than ever 


You get more 
engineered for your 
Eight great engines—with net 
horsepower stepped up as much as 207! 
You get more of the right power for your 
needs—with top economy! Yet, with all 
their extra value, new Dodge ‘‘-Job- 
Rated” trucks are priced with the lowest. 


BRAND-NEW EASE-OF-HANDLING — 
You can turn new Dodge ‘‘-Job-Rated”’ 
trucks sharper . . . maneuver them more 
easily. New shorter turning diameters! 
New worm-and-roller steering gears! All 
this—plus_ cross-steering, wide front 
tread and short wheelbase. 


BRAND-NEW BRAKING SAFETY — 
New Dodge ‘‘-Job-Rated” trucks are the 
trucks with new molded, tapered Cycle- 
bond brake linings! New extra-quiet 
action! New extra-smooth, extra-sure 
stopping! New longer lining life! (On 
new 1!,-ton and up trucks, except air 
brake models. ) 


job! 


PLUS THIS EXCLUSIVE! gyro! Fluid Drive available on %4-, 34-, and 1-ton, and Route-Van trucks. 


THE TRUCK THAT FITS YOUR JOB...A DODGE nt TRUCK 
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DELAWARE a sterling 
PUNCH opportunity 


... awaits the bottler who wants 
a happy franchise ...a franchise 
that's easy to live with! It's DELA- 
WARE PUNCH, a sterling drink 


with a sterling success story. 





Write for full information today. 


ea 


yj Zoran a —— f 
My yawn” 
7 ie Bt WL 


~ Deliciot 


DELAWAP EE” Delicious 
DELAWAM 
PUNCH 


© 1950 by Delaware Punch Co. of America 


WRITE TO: noe BALLEW WWASSOCIATES UC. 


A MARKETING ORGANIZATION ° ° SEVEN ELEVEN GULF STATES BUILDING 


DALLAS, TEXAS 
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DREW LUBE 


for UNINTERRUPTED 
CONVEYOR OPERATION 


Cleans while it lubricates 











DREW LUBE not only holds bottle breakage 
and conveyor break-down to a minimum. .. it 
also keeps bottles and parts sparkling clean! Check These Additional Advantages 


DREW LUBE—the most efficient and econom- © Prolongs life of conveyor system! 

ical conveyor lubricant—gives super slippage @ Uniform film protects chains! 

and longer mileage, eliminates bottle.and con- @ Lasts longer, goes further, saves more! 
veyor friction, assures smooth, trouble-free 
operation. 


®@ Retards formation of calcium salts! 

® Won't clog dispensing lines! 

DREW LUBE DISPENSERS, famous for their @ Provides a linkage cushion... prevents jerking! 
“eye dropper” control, are available to users 
of Drew Luse. Call the Drew Man today or 
write for Technical Bulletin L-73. 


® Can be used in all types of dispensers! 


SPECIAL PRODUCTS DIVISION 


E. F. DREW & CO., Inc. 


15 East 26th Street, New York 10, N. Y. 


PRODUCTS 


CHICAGO * BOSTON © PHILADELPHIA 
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Special Tax Proposal, Price Situation, 





Key Factors of Massachusetts Meeting 


Sornzs and supplymen attend- 
ing the 34th annual convention of 
the Massachusetts Bottlers of Car- 
Boston, 
March 16 and 17, were concerned 


bonated Beverages at 
chiefly with State legislation, in- 
cluding a proposal for a 20% tax 
on soft drinks and the two chief 
current problems of the soft drink 
industry prices and _ deposits. 
With respect to the latter, almost 
the entire second session was de- 
which the 
Panel members were John J. Riley, 


voted to a Panel, at 


secretary of the national associa- 
tion; M. J. Becker, Editor of Na- 
Bottlers’ Gazette; E. J. 
Stewart, United Metal Seal Co.; V. 
Spaneck, Indian Spring Beverage 
Co., Dan Burns, Bottling  In- 
dustry; and Joe Nerney, Pequot 


tional 


Spring Beverage Co. 

The legislative situation was 
described in detail by Gilman P. 
Welsh, general 
M.B.C.B., as well as in the report 
of President John E. MacNaugh- 
ton 


counsel for the 


Mr. Riley, in addition to his par- 
ticipation on the panel, formally 
addressed the convention, pointing 
out that the leadership of the 
A.B.C.B. is unquestioned, and 
spending a good deal of time on the 
subject of the amendment to the 
“freeze” order filed by the national 
association, which seeks to obtain 
relief for bottlers who have not 
raised their prices before the gen- 
eral maximum price regulation was 
issued. Price relief is also re- 
quired by. many bottlers who had 
raised their prices, but insuffi- 
ciently to meet their particular lo- 
cal requirements. Mr. Riley spoke 
bitterly of the dissention in the 
industry, steming from the price 
controversy, which has_ induced 
bottlers in some sections of the 
country to seek special taxation as 
retail 


a means of breaking the 


price 
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Another immediate problem on 
which he spoke at length was that 
of manpower, since both draft and 
the flow of workers to high-pay 
defense have 
made serious inroads on the indus- 


industries already 
try’s working forces. 

A “flannel board” talk vividly 
showing the comparison between 
the American way of life and com- 
munism, was made by R. K. Pomo- 
roy of Cambridge, Massachusetts. 
It was well received and proved 
highly interesting. An unusual 
talk on the science of seismology, 
illustrated by slides, was made by 
the Rev. Daniel J. 


Linehan of the 





Seismological Observatory, Weston 
College, Weston, Massachusetts. 
Although it touched but lightly on 
a subject close to bottlers’ interest 
this talk on what earth- 
quakes are caused by, where they 


water 


happen and how they are recorded 
and interpreted was so interesting 
that the speaker had to answer at 
least half a dozen questions from 
the floor. 

In his report of his stewardship, 
President MacNaughton ruefully 
admitted that New England bot- 
tlers, and Massachusetts bottlers 
particularly, had been hesitant in 
the matter of changing their price 


Top—Panel members Jos. Nerney and J. J. Riley. A.B.C.B. secretary. 
Bottom—Secretary Frank Vesce and speaker R. K. Pomoroy. 





structures. “A little work in this 
direction could do a major face 
lifting job on bank accounts,” he 
said. He paid high tribute to Hugh 
McMackin, secretary of the associ- 
ation for 33 years, who died a year 
ago just before the staging of the 
33rd annual meeting. The audience 
stood for a moment of silence in 
respect to his memory, and a scroll 
of a resolution unanimously passed 
by the association was presented to 
Paul McMackin, who was associ- 
ated with his father in the Hugh 
J. MceMackin Co. of Boston. 

The panel on price trends and 
government regulations ran for 
several hours, and was entirely de- 
voted to answering questions pro- 
pounded by bottlers and supplymen 
from the floor, since the panel 
members made statements of less 
than 3 minutes duration each. The 
type of questions asked clearly in- 
dicated the bottlers’ preoccupation 
with the subject of prices (as well 
as government regulations affect- 
ing them). 

The M.B.C.B. eliminated its cus- 


tomary exposition this year, and 


MASSACHUSETTS OFFICERS AND BOARD MEMBERS 


Seated. left to right—C. C. Copeland: Thomas Hoyt, treasurer: 
Frank Vesce. secretary: F. B. Kibbey. president: Mal Stewart. 


John MacNaughton presided. 





has no definite plans for it for the 
future. 


The convention in Boston also 
marked the 25th anniversary of the 
Bottlers Service Club of New Eng- 
land. The organization held its an- 
nual meeting at the Shelton Hotel 
and honored past presidents and 
charter members for their work. 
The Club also voted support of the 
national slogan contest to be staged 
by the Service Club of New York 
and New 


Jersey in conjunction 


with the bottlers’ associations of 
those two States, and appointed 
William Woodhull, Jr. (De Lisser 
Extract Co.) its representative on 
the judging committee. 

In its elections, Vincent S. Ca- 
hill, Jr. (Blue Seal Extract Co.) 
was elected president; David Whit- 
ing, Jr. (Thatcher Glass Mfg. Co.), 
president; E. A. Miller 
(Owens-Illinois Glass Co.), secre- 


William A. 


vice - 


tary-treasurer; and 


Delaney (Delaney & Bond, Inc.) ; 
Morris 
Exchange) ; 
Seal Extract Co.) ; 
(Foote & Jenks), directors. 

The M.B.C.B. elections elevated 
to the presidency Francis B. Kib- 


Bottle 
George A. Gray (Blue 
T. J. Torjusen 


Promisel (Eastern 


Malcolm C. 
Stewart, first vice-president, Need- 


bey of Worcester; 


ham; James Dickson, Lawrence, 
second vice-president; Thomas H. 
Hoyt, Natick, John 


Swank, Worcester, financial secre- 


treasurer ; 


tary and over his’ objections, 
Frank T. 


retary. Mr. Vesce had been serving 


Vesce, East Boston, sec- 


as secretary protem since the 


death of Mr. McMackin. 


Ist vice-president; James Dickson, 2nd vice-president. Stand- 


ing—O. O. Desmarais: Bert Harless; Louis Mendes; Ben 


Kravitz: Jos. Nerney: Wm. Leavitt: J. Claude Shea: John Mac- 
Naughton, all directors. 
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EXCERPTS FROM BOTTLERS’ 


WIRES AND LETTERS 


“‘Just put the first batch 
up and have had great 
results.” 

“Fudgy is selling very 
well.—the demand is in- 
creasing every day.” 

“Please send standing 
order of Fudgy and crowns 
weekly.” 

“Fudgy is an, excellent 
drink, and we are pleased 


to add it to our line of 


sodas 

“We have had repeat 
orders wherever we have 
sold,—and feel sure it is 
going to be a very popular 
drink.” 

“believe it is the finest 
carbonated chocolate drink 
we have ever had _ the 
pleasure of  selling.—has 
received instant consumer 
acceptance. It certainly has 
stimulated our small bott! 
sales especially at this tims 
of the year. We honestly 
believe you have “some 
thing’ there and definitely 
should go places.” 

—these are only a few typical 
bottler’s reaction from our files. 
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NO COOKING! NO STERILIZING! 


FUDGY is a reality! 25 bottlers now operating 
successfully and profitably—on standard equip- 
ment. Their results during cold winter months are 
absolutely amazing. 


It took extensive research and development to make 
FUDGY foolproof! For one full year, after FUDGY 
was perfected, it was bottled in just one plant to be 
sure that nothing was overlooked. 


FUDGY is 100% proven—no ifs, ands, or buts. 
FUDGY is smooth, delicious; easy to bottle; easy to 
sell! One taste, and you, too, will be thrilled with this 
real chocolate bottled drink. 


NOW! ... that equipment, facilities and production 
is expanded, we are prepared to supply growing 
demand for FUDGY. 


Please note! Only a limited number of FUDGY 
franchises will be issued at this time. It is to your 
advantage to write for complete details today. 


FUDGY, inc. 


AT LAST! The dream 
of the bottling industry has come true!.. 


Ging; 


Keat Chocolate, Soda in hottles 


NO PASTEURIZING! NO SPECIAL EQUIPMENT! 


302 S. CENTRAL AVE., BALTIMORE 2, MARYLAND 
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Put snap and ginger 
into Ginger Ale sales 
with a finished drink 
that perks up taste 
buds—pulls in dollars! 
Pick the Ginger Ale 
that best suits your 
market—Pick Virginia 
Dare—and pick up ex- 
tra sales! 


Send for samples or contact your 
Virginia Dare Representative 


Representatives | 


VincintA DARE | 
GINGER ALE 


acl 


jh 


EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 


VIRGINIA DARE GINGER ALE +100 
(the Franchise Ginger Ale) 

The vintage Ginger Ale that smacks of 

real Jamaica ginger, aged and blended 

for uniformly fine flavor. 4 ounce goods. 


VIRGINIA DARE GINGER ALE +88 
The Ginger Ale with a bit of a bite... 
a 4 ounce piece of goods. 

VIRGINIA DARE GINGER ALE +50 


New—and making friends fast with its 
well-rounded flavor. 2 ounce goods. 
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Need for 


Strong Associations 


Cited at Tri-State 


Convention 


7 ue need for stronger local, state 
and national organizations to bet- 
ter combat discriminatory tax leg- 
islation was emphasized by Thomas 
F. Mansfield, A.B.C.B. Board Mem- 
ber from Newark, N. J., at the 
30th annual convention of the Tri- 
State Bottlers of Carbonated Bev- 
erages at Salt Lake City, Febru- 
ary 19-20. The association com- 
prises the states of Utah, Idaho 
and southwestern Wyoming. 

Mr. Mansfield, generally recog- 
nized as one of the top association 
men in the soft drink industry, 
told the Tri-State group that “we 
are living in an organization era; 
without it we cannot succeed.” 

Then, referring to pending soft 
drink tax 
states, Mr. 


measures in 
Mansfield 


Various 


declared : 
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TRI-STATE TRIO 


~ 


Officers of the Tri-State Bottlers of Carbonated Bev- 
erages strike this interesting pose. Left to right: Elmo 
Taylor, president; G. C .Sanborn, secretary-treasurer; 
and G. I. Richards, retiring president. Not shown is 
Harold Scowcroft, new vice-president. 





“We fought three tax fights during 
the last war and we won. Why did 
we win? Strong association. We 
know our present tax fights will 
require the same kind of strong or- 
ganization.” 
Acknowledging that state and 
national associations of late have 
come in for a great deal of criti- 
cism, Mr. Mansfield stated that 
this criticism is chiefly of a “de- 
structive” nature, and comes 
mostly from “Johnny come Late- 
lys” who “have not studied the 
history of the soft drink industry 
and are just blowing off steam.” 
Then, he added good naturedly 
that “they are really good boys.” 
Other principal speakers at the 
meeting were Gerard Klomp, pres- 
ident of the National Association 
of Retail Grocers, who proposed 
that bottlers pay 5c per case to re- 
tailers for the service involved in 
handling empties; Richmond T. 
Harris, R. T. Harris Advertising 
Agency, Inc., Salt Lake City; and 
K. J. Cranney, president, Utah As- 


sociation of Sales Executives. 


The association passed two im- 
portant resolutions. One is de- 
signed to “seek every means possi- 
ble to promote cooperation among 
the members relative to mutual 
problems within the industry.” The 
other authorized the appointment 
of a “grievance committee” to hear 
complaints within the industry and 
work for the settlement of such, if 
possible. 

At the close of the meeting, Elmo 
Taylor of Dr. Bottling 
Company, Salt City, was 


Pepper 
Lake 
elected president of the associa- 
tion. Harold Scowcroft of Seven- 
Up Bottling Co., Ogden, was named 
vice-president, and G. C. Sanborn, 
Owens-Illinois Glass Co., Salt Lake 
City was reelected secretary-treas- 
urer. 

Named directors were J. Earl 
Norton, Seven-Up_ Bottling Co., 
Preston, Idaho; A. H. Stanton, Jr., 
Southern Utah Coca-Cola Bottling 
Co., Richfield; Milton L. Rawson, 
Canada Dry Bottling Co., Salt Lake 
City; and George LaMont Rich- 
ards, retiring president. 





first in 


NO WONDER PEPSI IS AMERICA’S 
FASTEST-GROWING 
COLA DRINK! 


PEPSI-COLA COMPANY, 3 WEST 57th STREET, NEW YORK 19, N.Y. 
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7 wi well-attended 40th annual 


Michigan Bottlers 


Beverages at De- 


meeting of the 
of Carbonated 
troit, March 5, 6 and 7, was charac- 
terized by well-rounded program 
of prominent speakers, films and 
an open forum which devolved 
mainly around the price and de- 
posit situations. This was sparked 
by the address on the subject by N. 
B. G.’s Editor, M. J. Becker, who, 
with the Michigan conclave, was 
completing a round of six central 
and southern states’ conventions in 
weeks. Mr. Becker 
sketched the various factors af- 


less than 3 


fecting prices, and advised the 
bottlers to use this period of en- 
forced inactivity to complete their 
plans for increases when the price 
“freeze” is amended. Such action 
has been requested of the O.P.S. 
by A.B.C.B., and Mr. Becker pre- 
dicted it would be permitted. 
Representing the national asso- 
outline of its 
Board 
Member A. B. Hatcher, Charleston, 
WwW. Vas W.. Be 


lations 


ciation with an 
activities and plans was 
Mankin, public re- 
director, Grapette Co., 
Arkansas, detailed the 


purposes and effects of a 


Camden, 
aims, 
good public relations program on 
the local 
trols in relation to the soft drink 


level; government con- 


industry were discussed by Wm. T. 
Hunt, U. S 
merce ; 


Department of Com- 
and the Michigan associa- 
tion’s own public relations program 
was reported on by its director, 
Wm. Doyle 

The open forum, presided over 
by President Wm. Kreger, centered 
around prices and deposits, and, of 
course, displayed the same degree 
of interest in affecting price in- 
creases as has been evident in all 
parts of the country. It was devel- 
oped that less than half of the Mi- 
chigan bottlers had raised prices 
before the “freeze.” 

The association reelected Wm. 
E. Kreger, Wyandotte, as presi- 
Howard M. 
Flint, as vice-president 


dent, and_ elected 
Sprague, 
Jim Brooks was elected secretary. 
included 


New directors chosen 


April, 1951 


Michigan Convention Features Forum; 
Price Problem Pops Up Again 


MICHIGAN OFFICERS 


Elected at the convention in Detroit were C. L. Achterhoff. director: Wm. 
E. Kreger, re-elected president: H. M. Sprague, vice-president; John 
Shumsky,. director; Charles Weinstein, director. 





John Shumsky, C. L. 
and Charles Weinstein. 


Achterhoff, 
The Boosters, who sponsored 
two open house parties, also held a 
business meeting and elected E. P. 
Dessert (Griggs Box Co.) 
dent; R. H. Brett 
Cork Co.) first vice-president; H. 


presi- 


(Consolidated 


S. Hiatt (Liquid Carbonic Corp.) 


SPEAKERS 


second vice-president; Wm. Jack- 
son (Mitchell & Smith) secretary, 
and J. 


Ruzylo (Owens-Illinois 


Glass Co.) treasurer. Directors 
chosen were Claude Cowley (Fisk 
Refining Co.); Sam Jacob (H. Ja- 
cob & Sons); Fred Unger (James 
Vernor Co.); and Cliff 


(Pure Carbonic, Inc.). 


Gibbon 


A. B. Hatcher, Board Member representing A.B.C.B. and Wm. E. Mankin, 
Grapette Co. were among the speakers at the Michigan convention. 








Discriminatory Taxation, 
Prices Dominate 
Nebraska Meeting 


NEBRASKA OFFICERS 


Seated, left to right: Cecil Craft, director: Con Keating. vice-president: 
Del Leffler, president, and Donald E. Devries, managing director. Stand- 
ing: Directors Herb Feierman, Charles Wahliquist, R. G. Stevens, and 


Ray Salisbury. 





Prccoranavens taxation, prices, 
and the American free enterprise 
system were the dominant topics 
of discussion at the annual conven- 
tion of the Nebraska Bottlers of 
Carbonated Beverages held 
February 22-23 at Grand Island. 
Approximately 125 bottling plant 
executives and supplymen attended 
the two-day session 

Donald E. 
Director of the Nebraska associa- 


Devries, Managing 


tion, explained the soft drink tax 
bill pending in the legislature, and 


told of work of the association in 


54 


preparing for the public hearing to 
be held thereon. Plans were com- 
pleted for an “Every Bottler Get- 
to-gether” on that date to offer 
a united front in opposition to the 
tax. 

“Price” came into its own follow- 
ing a panel discussion on “The Re- 
sults of Price Increases.”’ Reports 
from every section of the state in- 
dicated almost identical percentage 
effects on volume, with the greatest 
drop for the longest period of time 
coming from rural areas. 

Thomas F. Mansfield of Newark, 


N. J., past president and now a 
member of the A.B.C.B. executive 
board, held the audience spellbound 
with a stirring address on the sub- 
ject, “Wake Up, America.” Using 
the meeting date of Washington’s 
Birthday as the background of his 
talk, Mr. Mansfield urged his lis- 
teners to go beyond the limits of 
their own industry in working to 
preserve our American capitalistic 
system of competitive enterprise. 
He stressed the need for organiza- 
tion today as the most effective 
vehicle to be used in saving this 


country from socialism. 


Other principal speakers were 
Ben Wells, vice-president in charge 
of sales and advertising, Seven-Up 
Company, St. Louis, who stressed 
the point that the ‘push button” 
age in which we live had still failed 
to produce any successful “push 
button” substitute for hard hitting 
selling; Marvin K. Hicks, U. S. De- 
partment of Commerce Field Office, 
who explained the needs and ob- 
jectives of the defense program; 
and H. F. Festersen, C.P.A. of 
Omaha, who spoke on “Accounting 
in the Soft Drink Industry.” 


In the elections, the following 


officers were named: 


President, Del Leffler, Holdrege, 
Nebraska, to succeed Jack Beard 
of Lincoln; Vice-president, Con 


Keating, Columbus; Secretary, 
Gayle Sawicki, Omaha; Managing 
Director, Donald E. Devries, Lin- 
coln. Cecil Craft, North Platte, Ray 
Herb 


Feierman, Omaha were elected as 


Salisbury, Beatrice, and 
directors for a one-year term. R. 
G. Stevens, McCook; Harold Keen- 
an, Kearney and Chas. Wahlquist, 
Grand Island, were elected direc- 


tors for a two-year term. 
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Washington Bottlers 


Plan Group Ad, 
Bottle Return Drives 


WORKING FOR WASHINGTON BOTTLERS 
Seated, left to right: Vice-President Leo Nurmi, President Harold Corwin, 
and Secretary Bill Jackson. Standing: Directors Ralph Petragallo, Louis 
De Moise, Phil Cammarano and Vern Freeman, Tom Mansfield, A.B.C.B. 
Board Member, Director Frank Schuller, and Mrs. Van Valey, Treasurer. 





Ho: than 150 delegates to the 


1951 Washington bottlers’ conven- 
tion recently pledged to support a 
group advertising program with 
“first emphasis on the bottle return 
problem and second emphasis on 
promotion of the industry.” The 
convention was held in Spokane, 
Feb. 11-13. Harold Corwin, Pepsi- 
Cola bottler of Vancouver, Wash- 
ington, was elected state president 
of the association for the second 
straight year. 

John R. Sousa of Standard Bev- 
erages, Inc. (Oakland and Seattle) 


started the convention thinking 


about group advertising with his 
talk “Are You Your 


Costs?” 


Watching 


He warned: “Soft drinks will be 
crowded out of refrigerators if 
carbonated beverages are not ad- 
vertised to meet competition. 

“There is just so much space in 
your refrigerator and if you do not 
advertise the man who does will 
have something in there where the 
soft drinks should be!” 

Sousa told the Washington State 
Bottlers they were losing money 
by not creating a big advertising 
fund. 


Paul F. Glaser, of Seattle, spoke 
during the panel discussions on the 
bottle return problem. 
Bottle returns have fallen off so in 
Washington that for the first time 
in years, bottlers are adding new 


critical 


glass, Mr. Glaser said. 

President Corwin, in his ad- 
stated that the 
survival in the years ahead “de- 


dress, bottlers’ 
pends on the continuance of the 
free enterprise system.” He 
pointed out that “the shining ex- 
ample of democracy’s success is our 
middle class.” 

Another featured speaker, Kim- 
ball Jack of the Washington Water 
Power Company, with a talk enti- 
tled “You Can’t Turn Back,” 
brought out the importance of 
socialistic and 


fighting commu- 


nistic trends that might destroy 
our free enterprise system. 

The convention also supported a 
policy of aggressive action when- 
ever necessary on political issues 
affecting the bottling business. 

Other 
president Corwin were vice-presi- 
dent Leo Nurmi, 7-UP, Yakima; 
secretary W. A. Jackson, Grapette, 
Tacoma; and treasurer Mrs. A. .I 
Van Valey, Van Valey Bottling 
Works, Everett. 


officers elected besides 


Directors elected were Phil Cam- 
Cammarano Bros., Ta- 
coma; Ralph Petragallo, Squirt- 
Nesbitt, Spokane; Frank L. Schul- 
ler, Coca-Cola, Ellensburg; Dr. Gil- 


marano, 


son A. Ross, Pioneer Bottling Co., 
Toppenish; Louis De Moise, Che- 
halis, and Vern J. Freeman, Cas- 


cade Coca-Cola, Yakima. 
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IT’S DIFFERENT! 
2 FACED TAPE ELIMINATES 
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SPIELMAN 


COMPANY Inc. 


WINDOWS, 


ORDER TODAY! 


ROOM FOR 11 FLAVORS 
CAN BE HUNG ON WALLS, 


BARS 


FACTORY & HOME OFFICE 
161-171 LEVERINGTON AVE. 
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SIGNING UP 


V. Houston Rogers, center, vice- 
president and general manager 
of the Southern Bottling Corp.. 
Mobile, Ala., signs an O-So Bev- 
erages franchise as Bob Baker. 
left. sales manager for the com- 
pany. and T. C. Bateman. O-So 
Grape Co. division manager. look 
on. Southern Bottling will supply 
O-So Beverages to a large terri- 
tory in the Mobile and Pensacola, 
Florida areas. 





ALABAMA 


Carl Cathey, owner-manager of 
Bottling 


Tuscaloosa, has appointed Robert 


the Grapette Company, 


E. Patterson, Jr., manager of his 


warehouse in Fayette, Ala 


ARKANSAS 


John R. Reeves has been ap- 
pointed successor to the late E. F 
Judd as manager of the Coca-Cola 
Bottling Co. of Southwest Arkan- 
sas, at Camden. Mr. Reeves had 
previously served the firm for 17 


years as office-manager 


ARIZONA 


J. E. Hoots, general manager of 
the White Rock 
Arizona, Inc., at Phoenix, has been 


elected vice-president, it has been 


Bottling Co. of 


announced by Colin L. Campbell, 
president. He will continue as gen- 
eral manager. Ralph W. Applegate, 


was re-elected secretary-treasurer. 


CALIFORNIA 


Chase Sweetser, Jr., assistant 
secretary-treasurer, has been elec- 
ted vice-president of the Coca- 
Cola Bottling 


Angéles. 


Company of Los 
Shasta Water Com- 
pany, San Francisco, has  an- 
nounced several changes in com- 
pany personnel and management 
William 


Buzic has been elected 


MIXING IT UP 


BRIEFS 


president; A. J. 
president; Mrs. Irma McLaughlin, 


O’Connor, vice- 


secretary, and Ed Larkin, chair- 
man of the board. The Shasta op- 
eration at Sacramento, now headed 
by Mr. O’Connor, is adding new 
equipment, including a Liquid 8- 
wide soaker. At Los Angeles, the 
Shasta branch has ceased operat- 
ing, with the William S. Hall Bev- 
erage Co. now bottling the Shasta 
line. . . . Globe Bottling Co., Los 
Angeles, has rounded out a year 
of sponsoring a television show 


and results have proved so satis- 


The Royal Crown Bottling Co. of Augusta, Ga., recently installed this 
“200 Mixer,” made by Potter and Rayfield, Inc., Atlanta, Ga. The unit 
turns the bottle over twice, and has a capacity of 200 bottles per minute. 
Mrs. D. W. Cooper, plant employee. is shown inspecting a line of 12-ounce 
Nehi orange drinks going through the machine. R. O. Joiner is manager 


of the company. 
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factory that the contract has been 
renewed. 


Loretta M. Martinelli, executrix 
of the estate of the late Leask 
Martinelli, Watsonville, has sold 
her partnership interests in the 
pioneer bottling fiym of S. Mar- 
tinelli & Co. to Stephen G. Mar- 
tinelli and Anna M. Dondero... . 
Pioneer Beverages, Oakland, has 
launched a television show over 
San Francisco station KPIX, the 
initial effort centering on the pro- 
motion of Dr. Swett’s Root Beer. 
.. Squirt Bottling Co., San Mateo, 
headed by Roy S. Brooks, has dis- 
posed of certain of its properties 
to Walter and Pasquale Antoniazzi. 

. Grapette Bottling Company of 
Fresno was recently purchased by 
Sy P. Tacchino and an associate, 
J. C. Embry. 


GEORGIA 


Nehi Bottling Co., at Thomas- 
ton, has been purchased by W. M. 
Nixon. Mr. Nixon will manage the 
operation. 

IDAHO 

An exclusive franchise to bottle 
and distribute B-1 Lemon-Lime in 
the Payette territory was recently 
granted to H. S. Harper, head of 
the Coca-Cola Bottling Co., of Pay- 
ette. The new company, to be 
known as the B-1 Bottling Co. of 
Payette, has already started pro- 
duction and distribution of B-1. 


| 


GETS PROMOTION 


Chicago Seven-Up Bottling Com- 
pany. a division of Joyce Seven- 
Up Bottlers Inc., has announced 
the promotion of Carl Fried to the 
position of Sales Counsellor. Mr. 
Fried has established many sales 
records for the company. 


IOWA 

Hart Beverage Company, Sioux 
City, has been granted a B-1 fran- 
chise. The franchise was issued in 
the name of B-1 bottlers of Sioux 
City. The company will bottle B-1 
Lemon-Lime and B-1 Sparkling 
Water. 


LOUISIANA 


Canada Dry Bottling Company 
of New Orleans, Inc., has pur- 
chased a one-story brick building 
which it will shortly occupy. The 
building contains over 16,000 


square feet of floor space, and was 
formerly a branch of the Coca- 
Cola Bottling Company. 


MINNESOTA 


H. L. Holmes is the new general 
manager of the Coca-Cola Bottling 
Co., Inc., of St. Cloud. 


MISSISSIPPI 


B-1 Bottling Company, Petal, 
has started production and distri- 
bution of B-1. Firm is headed by 
C. M. Lingle. 





that demands friendship. 





Old Antique 
gives you the 
Greatest 
Name in the 
Ginger Ale 
Field, 


od 
amerco® Metco! 


Old Antique will build you friends and customers because down 
through the years it maintains a standard flavor and a quality 


Old Antique can always be identified—even though stripped of 
all labels and other identification marks. It is recognized as the 
Standard of the world in fine Ginger Ales. 


For years OLD ANTIQUE has been styled ahead imperially for 

those who want and appreciate a better Ginger Ale. All the good- 
ness and flavor of the finest Ginger plants are captured 
and concentrated in this famous extract. 


If you are interested in the future of your Ginger Ale 
business, write us for full information. 


BLUE SEAL EXTRACT CO., Inc. 


CAMBRIDGE, MASS. 
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MISSOURI 
Whistle-Vess Bottling Co., 
sas City, 


Kan- 
is planning to erect a one- 
story brick plant. According to N. 


B. Janssen, company president, 


the new building will 
feet, and is for ex- 
pansion purposes. Mrs. 
B. White has sold the Dr. 
Bottling Co., Moberly, to 
formed corporation headed hy W. 
W. Rixey, P. V. Blake, and . 

Lynch. The new will be 


identified as the 


encompass 
25,000 square 

Anna 
Pepper 
a newly- 


business 
Suncrest and Ma- 
Bottling Co. Messrs. 


son’s Rixey 


and Blake 
Bottling Co. 


NEBRASKA 

Alfred A. Riedman, Sr., 
of the Willow 
Co., Omaha, has 
story building in which he 


also own the Moberly 


owner 
Springs Bottling 

secured a one- 
shortly 
intends to locate the plant. 


NEVADA 

Management of the 
Bottling Co., Ely, has 
DeMary, 
who has been trans- 


Coca-Cola 
been taken 
over by Jim 
Bob McNally, 
ferred. 


replacing 





FULL 
WILL CUT YOUR 


@ GAS COSTS CUT 40% TO 60°: 
The cost of dry ice delivered to your plant 
is usually about half the cost of cylinder 
gas. The savings effected by the use of 
Full Opening’ Dry Ice Converters will pay 
for their cost in a short time. 


@ HANDLING TIME ELIMINATED: 
With converters, labor cost of moving cylin- 
ders, of connecting and dis-connecting from 
manifold system is completely eliminated— 
a substantial saving! 


@ NO OPERATING COSTS: 


No refrigeration, heating, operating, or 
maintenance costs are necessary. Safe stor- 
age is not affected by power or heating 


failures 


Full Opening Dry 
Ice Converter in- 
stallation at the 
7-Up Bottling Co., 
St. Joseph, Mo. 


OPENING DRY ICE CONVERTERS 


CO. GAS COSTS! 


@ NO ICE BREAKING: 
Full Opening’ Converters are designed to 


handle full 50-Ilb. blocks of dry ice. No time | 
spent in breaking ice, with consequent ice | 
| 


wastage. 


© INDEPENDENCE OF SUPPLY: 


The Full Opening Dry Ice Converter may be 


charged with either dry ice or liquid COs. 
© SPACE SAVING: 


Converters require less space than the cylin- 
ders required to handle a comparable vol- 
ume of gas. Converters may be placed at 
any location in your plant, connecting them 
to the regulator with high-pressure tubing. 


@ EASILY CLEANED AND INSPECTED: 
‘Full Opening” 


spection simple. 


@ For prices and illustrated folder giving 


complete construction, 
write Dept. 


stallation details, 
address below. 


operation and in- 
(NB) at the 


TULSA, OKLAHOMA 


DRY ICE CONVERTER CORP. 


P. O. Box 1652 


Tulsa, Oklahoma 





feature makes regular in- | 


MAKES SHIFT 


James H. Carmichael has sold his 
interests in the Coca-Cola Bot- 
tling Co., of Jackson, Miss., to the 
Coca-Cola Co., Atlanta, Ga., to 
become vice-president and gen- 
eral manager of the Coca-Cola 
Bottling Co., of Mobile. Ala. Mr. 
Carmichael is an A.B.C.B. execu- 
tive board member, one of the 
board of governors of the Coca- 
Cola Bottlers Association. Atlan- 
ta, and chairman of the Michigan 
State Council of Coca-Cola Bot- 
tlers. 





NEW JERSEY 

A 10,000 square addition is 
added to the Teter- 
plant of the 


Metropolitan Bottling 


foot 
planned to be 
New 
Pepsi-Cola 


boro, Jersey 


Co., Ine. 

NEW YORK 
H.C. Hayes, 

soft 


a Veteran 
drink 
appointed 


of 15 years 
in the industry, has 


been executive vice- 


and chief executive offi- 


Pepsi-Cola Bottling Co., 


president 
cer of the 
Elmira. 
OHIO 
Election of 
vice-president and treasurer of the 
Norka Beverage Akron, 


Jerome Paquin as 


Company, 


JEROME PAQUIN 





been 
Mantz, president of the 
tion. Mr. 


served as 


has Clair A. 


organiZa- 


announced by 
Paquin, who previously 
assistant sales manager, 
also is a newly-elected director. In 
his new will continue 


sales. ...V 


position, he 


to supervise ariety 
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GOING ON TV 


Pepsi-Cola Bottling 
Cincinnati, O., has signed for 
sponsorship of WLW-T's_ teen- 
age revue telecast, “Hi-Life Hi- 
larities.” effective March 10. Left 
to right at the signing for the 13- 
week contract for the weekly pro- 
gram are James Arnn, sales man- 
ager, William McCluskey. sales 
manager for WLM-T; and Walter 
Gross. president of the Pepsi- 
Cola firm. 


Company, 





Club Beverage Co., Toledo, is con- 
structing a one-story addition to 


its garage and storage building. 


OKLAHOMA 

John Kellett has purchased the 
Grapette Bottling Company, Enid, 
from Francis Hoad. 


OREGON 

Coca-Cola Bottling Co., Klamath 
Falls, has been granted a Choco- 
late Soldier franchise. Operation is 
managed by Ray Lamb... . Gene 
Hambleton has been named man- 
ager of the Grapette operation in 
Pendleton 


PENNSYLVANIA 

Nehi Bottling Company at Un- 
iontown, recently installed a Super 
Miller Hydro 
loader. 


Delux 100-b. p. m 


washer with automatic 


Firm is managed by Joe Sule, Jr. 


SOUTH CAROLINA 

Ownership of the Nehi Bottling 
Co., Greenville, has been assumed 
by T. L. Wilson, C. E. Hatch, Jr., 
and L. C. Nicholson. Operation 
will be managed by the latter. 


TEXAS 

Construction is near completion 
on a new plant for the Dr. Pepper 
Bottling Co., 


tion is progressing on a $150,000 


Sinton. .. . Construc- 


annex for the Texas Coca-Cola Bot- 
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tling Co., at Abilene. Measuring 
40x114 feet, 
house 


the new building will 
maintenance and 
storage space, an auditorium and 
a kitchen. Completion is expected 
by June 1, according to W. E. Jar- 


offices, 


rett, general manager. .. . Newest 
addition to the Cuero Coca-Cola 
Bottling Company, already one of 
the most modern in Texas, is a 
large 61x102 foot warehouse, cost- 
ing in excess of $18,000. In addi- 
tion to warehouse facilities, the 
encloses the 


new building com- 


pany’s well, and contains a special 
staff meeting room. The plant is 
now turning out 55,000 bottles of 
Coca-Cola a day. E. T. Summers, 
Sr., is manager. 

Twelve thousand square feet of 
floor space was recently added to 
the plant of the Seven-Up Bottling 
Company of Big Spring. New 
equipment at the Seven-Up devel- 
opment includes: 180 case Miller 
Hydro soaker; 500 gph Liquid 
10 ton Temprite ice 
machine; an 


carbonator ; 
Evans two-section 











YOU 
BE THE 
JUDGE! 





For just one dollar you can judge for yourself how good 
MarBert Cola is, how popular it will be as your cola. Use 
the coupon below, get a gallon of bottling syrup*, and make 
your own tests of this fine concentrate. Its low cost and high 
quality are good insurance for profitable sales. Two out- 
standing flavors: MarBert Cola and M-P Cherry Cola—ask 


for your choice today! 


YOU CAN'T BUY BETTER CONCENTRATE 


MarBert Conan 


MARBERT PRODUCTS, INC., 19 E. Lombard St., Baltimore 2, Md. 


"Syrup available for trial only to bottlers in U. S. and Canada. MarBert Cole 
and M-P Cherry Cola are regularly sold as concentrate 
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MARBERT PRODUCTS, INC., 
19 E. Lombard St., Baltimore 2, Md. 


Here's your dollar, send a gallon of the flavor checked 


and information on prices to: 
Name__ 

Company 

Address.._._ 
a 


—__.. Zone 


[]) MarBert Cola 
[) M-P Cherry Cola 
(Check here) 
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heater, and stainless steel syrup 
room equipment. In addition, the 
operation has been bolstered by 
four new Ford trucks. Lewis Chris- 
tian is owner and general manager 
of the Big Spring Seven-Up devel- 


opment. 


VIRGINIA 

A Dr. Swett’s Root Beer fran- 
chise has been acquired by Henry 
G. Boothe, owner of the Tru-Ade 
Bottling Co., Danville. 


WASHINGTON 
Nehi Bottling Co., Spokane, has 


completed a_ plant enlargement 
program designed to increase out- 
condi- 


put and relieve cramped 


tions. . Jim Wishart has been 
named manager of the Grapette op- 


eration in Walla Walla. 
WASHINGTON, D. C. 


W. Ledru Koontz has succeeded 
Sam Swartzman, now chairman of 
the board, as president of the 
Pepsi-Cola Bottling Co. Mr. Koontz 
was formerly a bank president. 


WEST VIRGINIA 


Mrs. Jean Burns, daughter of 








bottle damage. 





RADICALLY DIFFERENT 
RADICALLY BETTER 


The LADEWIG Double End WASHER 


Yes, the Ladewig Double-End Washer is radically different, 
radically better. You have to know about its many exclusive 
design and construction features, before you'll fully appre- 
ciate why it assures you MORE and CLEANER bottles per 
hour, per dollar. We'll be glad to tell any bottler about the 
lower first cost of the Ladewig Washer — also why it pro- 
duces sparkling, sterile bottles faster, and reduces your op- 
erating and maintenance costs at the same time. We'll also 
explain its savings in floor space — its greater ease of instal- 
lation — its smooth, quiet operation — its efficient, depend- 
able performance — and its CONTINUOUS ROTARY 
MOVEMENT that handles your bottles gently and reduces 


It is absolutely impossible to explain all the 
many advantages of the Ladewig Washer in a 
single advertisement like this — so for com- 


plete information, WRITE US TODAY! 


ARCHIE LADEWIG CO. 


WAUKESHA, WISCONSIN, U.S.A. 








HEADS PEPSI PLANT 


Ray Lawler has been appointed 
General Manager of the Pepsi- 
Cola Bottling Company of Mo- 
bile, Alabama. Prior to his new 
appointment, Mr. Lawler was As- 
sistant to the President of the 
Pepsi-Cola Company in New 
York. 





owner D. P. Merritt, has been 
named manager of the Grapette 
Bottling Co., Huntington, W. Va. 
Mrs. Burns is now in complete 


charge of the plant. 


WISCONSIN 

Lawrence Zamor, owner of the 
Nesbitt Bottling Co., Schofield, has 
added Dr. Swett’s Root Beer to his 
line. 


New Family Cartons 
Show Excellent Results 

Seven-Up Bottling Company of 
Denver, Colorado, has found an ex- 
cellent reception to its new 24- 
bottle family carton, according to 
H. L. Deem and Norman Shear, 
partners. 

The family pack case has shown 
its strongest appeal to heads of 
large families, Mr. Deem and Mr. 
Shear report. 


Bottling Plant Operation Story 
Depicted on TV Show 

Operations of the Sparkletts 
Drinking Water Corp., Los An- 
geles, were depicted in a_ recent 
“Success Story” television program 
on TV station KTTV. 

The show explained how bottles 
are washed, sterilized, filled with 
distilled, drinking or carbonated 
water, capped and dispatched on 
trucks from the company’s plant. 

Vice-presidents Max Alex and 
James Arnds, Jr., and treasurer 
Glen Bollinger, told how the plant 
was established in 1925 and now 


has 375 employees. 
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Leonard M. Green, president cf 
the Dr. Dallas 
has been elected president of the 
Cotton Bowl Athletic 
Mr. Green is active in 
other civic enterprises... . J. W. 


Pepper Company, 


Association. 
numerous 


Jordan, Jr., owner-manager of the 
Nehi Bottling Company of Vicks- 
burg, Miss., is president of the lo- 
cal Chamber of Commerce. - 
Alfred Y. Morgan, president of the 
White Rock Corp., New York City 
recently received a complimentary 
write-up in the “Business and Fi- 
nance Leaders” column in the New 
York Herald Tribune. 

William F. Bates, President of 
the Coca-Cola Bottling 
of Columbus, Neb., has been named 


Company 


“the outstanding young man of Co- 
1950.” Mr. Bates, 36, 
heads the Local Junior Chamber of 
Harry Pickoff, 
owner-manager of the Dr. Pepper 


lumbus for 
Commerce. 


Bottling Company, Taylor, Texas, 
is a director of the Texas Manu- 
facturers Association. 

Fred C. Culp, Jr., associated with 
his father in the Henderson (Tex.) 
Coca-Cola Bottling Company, will 





TAKES OFF 


Richard Ryan, Export Director of 
the parent O-So Grape Co., is 
shown with his O-So Grape pri- 
vate airplane just before taking 
off for an extended South Ameri- 
can business tour. Mr. Ryan also 
operates his own plant in Ro- 
chester, Minn. 
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be a candidate for the City Coun- 
cil in the April election. ... J. B. 
Terry, manager and treasurer of 
Bottling Com- 
South 
lina, has been appointed chairman 
of the Orangeburg Boy 
Scouts District. 

David Bland, 
manager for the 
Company, is 


the Royal Crown 


pany, Orangeburg, Caro- 


County 
formerly display 
Pepsi-Cola 
now working on a 
handbook of point-of-purchase ad- 
vertising as a guide for manage- 
ment agencies. 


and advertising 


Mr. Bland is an 


rector of the 


Advertising Di- 
Point-of-Purchase 
Advertising Institute, New York, 
and a‘member of the Display Com- 
mittee of the Association of Na- 
tional Advertisers. ... / Mrs. Fred 
Ritchey, wife of the Nehi bottler 
at Wynne, Arkansas, was recently 
president of the 
Chamber of Commerce. 


elected Wynne 

Russell Rinklin, secretary-treas- 
urer of the Seven-Up Bottling 
Company of Jefferson City, Mo., is 
a director of the local Chamber of 








@ Simple mixing and blending of sugar syrups is “duck 
soup” for Pfaudler stainless steel mixers. Simply fill 
the tank with water, turn on the agitator and dump in 
your sugar. In a matter of minutes sugar will be 
thoroughly dissolved. 


Power input is fantastically small; a fractional H.P. 
motor does the job. 


Once your syrup is mixed, just open the flush valve. 
No waste. No fuss. All Pfaudler syrup tanks are self- 


draining. 


Look 
mixing & 
jaree Up. 
gallon 


Prawdler 


THE PFAUDLER CO., Rochester 3, N. Y. 


all. x 
, sm PulletiD °o 
> 


‘or ¥ 
pfaudler S ae 
y store » ies 
nas ap 


Branch offices: 330 W. 42nd St., N. Y. 18, N. Y.; 111 
W. Washington St., Chicago 2, IIL; 818 Olive St., St. 
Louis 1, Mo.; 2970 West Grand Blvd., Detroit 2, 
Mich.; 1719 Let Nat'l Bank Bldg., Cincinnati 2, O.; 1213 
Commercial Trust Bldg., delphia 2, Pa.; 751 
Little Bldg., B 334 Chattanooga Bank 
Bidg., Chatta nn.; P. O. Box 4066, Dallas, 
Texas; Taylor St., Elyria, O.; 1346 Connecticut Ave., 
N. W., Washington 6, D. C.; 121 Bauman Ave., Pitts- 
burgh 27, Pa.; P. O. Box 1031, Minneapolis, Minn; 
The Pfaudler Sales Co., 1325 Howard St., San Fran- 
cisco 3, Calif.; 3757 Wilshire Blvd., Los Angeles 5, Calif, 
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NOW! A SIMPLIFIED ACCOUNTING 
SYSTEM FOR BOTTLERS 














Only two books required: Accounts Receivable and General Ledger 


Te f or 5 SIMPLIFIED “ACCOUNTING SYSTEM FOR BOTTLERS 


The National Simplified Accounting System was 
designed by a bottling accountant specifically 
for use by bottling plants. Constantly improved 
in years of use by the industry, it now offers you 
amazing savings in time and expense, yet gives 
you more of the facts you need to control costs, 
reveal losses and protect profits. 


The forms which comprise the system, record 
the daily activities of your route salesmen, job- 
bers and key plant personnel. They are easily 
used by persons with no bookkeeping experi- 
ence, they take no extra time to fill out, yet the 
data they contain eliminates all other bookkeep- 
ing requirements aside from your Accounts Re- 
ceivable Ledger and General Ledger. 


The system is available to you in complete kits 
of all forms necessary for 3, 6, 9 or 12 months 
operation. There is no installation cost and no 
time need be lost in the changeover. Best of all, 
the cost of the National system is probably far 
less than you are now paying for unrelated, 
inefficient, time-wasting forms. 





STOCK FORMS FOR BOTTLERS 


These forms are specially designed for use 
by bottling plants and are equally efficient 
with the National or any other system of 
bookkeeping 


Form 
No Description Price 
110 Mileage and Checking Chart 

per book $ .55 
11! Route Sheets—Blue (For Deal- 


offers you 
@ Lower Costs 
@ Less Work 


@ Better Results 


Successfully Used and 
Endorsed By Hundreds of 
Bottlers! 


TOAST TO HIRES 


At the recent Wisconsin bottlers’ 
convention, several Hires bottlers 
drink a toast with G. M. Lamason. 
franchise division manager of the 
parent Charles E. Hires Co. Left 
to right: Kenneth Zweifel. Hires 
Bottling Co., Madison; Gerald 
Randerson. Hires Bottling Co.. 
Appleton: Mr. Lamason, and H. 
J. Zweifel. also of Madison. 











THIS SIMPLIFIED SYSTEM 
CONTROLS COSTS... 
..« PROTECTS PROFITS! 


The National system is com- 

prised of the following: 

Loading Ticket*t 

Unloading Ticket? 

Daily Settlement Sheet*t 

Daily Sales Summary*t 

Daily Cash Record} 

Inventory — Full Goods and 
Empties* 

Production Chart 

Material Inventory 

Record of Telephone or Of- 
fice Orders and Messages} 

Petty Cash Slips 

* Indicates your own bever- 

ages printed in column head- 

ings. 

t Indicates complete instruc- 

tions printed on cover of 

each book. 

PRICE . . . for an average 

bottling plant with 5 service 

salesmen and jobbers, $84.60 

for 3 months, $139.03 for 6 

months, $212.10 for 12 

months. A complete price list 

will be sent on request. 








ers), per 1000 
112 Route Sheets—Green (For 

Prospects), per 1000 

Cup Machine Survey, per 1000 

Fountain Fixture Survey, per 
1000 

Route Sheet Binder, each 

Survey Analysis, per book 





7.50 WRITE TODAY! 


7.50 For Free sample forms, Free analysis of 
7.50 your requirements and Free suggestions 
: on your present accounting methods. 

7.50 Be sure to follow “Simplified Accounting 
1.75 For Bottlers’ by Robert Curtis of Na- 
55 tional Business Forms Co., continuing in 
this month's National Bottlers Gazette 








Vlational 


BUSINESS FORMS CO. 
NOT INC. 


53 W. JACKSON BLVD., CHICAGO 4, ILL. 


Commerce... . W. C. Colston, gen- 
eral manager and sales manager of 
the Seven-Up Bottling Company 
of Blytheville, Ark., has been made 
Worshipfull Master of Chisasawba 
Lodge of Free & Accepted Masons 
of Blytheville. . . . Marvin Lewis, 
owner of the Royal Crown Bottling 
Company, Abilene, Texas, was re- 
cently elected president of the Ab- 
ilene Lions Club. 

Fred A. Young, Jr., former 
President of the Rhode Island Bot- 
tlers of Carbonated Beverages, at 
which time he was operating the 
Canada Dry Ginger Ale Bottling 
Co. in Providence, is now conduct- 
ing a personnel service in that city, 
at 73 Dorrance Street. 


PEPSI TV STAR HONORED 


Faye Emerson. Pepsi-Cola tele- 
vision star, is shown with Mayor 
Vincent R. Impellitteri of New 
York City as she received the 
award of the Photographic Man- 
ufacturers and Distributors Asso 
ciation as “America’s most pho- 
togenic TV star.” Presentation 
was: made last month. 
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RONDORF 
MOTOR CO. 


MOUND 


COLORFUL-DAY AND NIGHT... 
"SCOTCHLITE”’ Reflective Sheeting in Action! 


24 HOURS A DAY, signs made with ‘‘Scotchlite”’ of any kind. Car headlights furnish the illumi- 
Reflective Sheeting put on an exciting display of nation . . .“‘Scotchlite’’ Sheeting reflects the head- 
color for every motorist on the road. Roadside light beams right back to the driver in an arresting, 
bulletins and place-of-purchase signs are visible colorful display of any trademark, product or 
up to half a mile away . . . your selling message firm name. 

is presented with matchless mmpact. Truly, “THE 


_ Let your local sign plant give you the full story 
SIGN OF SUCCESS 


of THE SIGN OF SUCCESS, or write us direct at 
No costly illumination or maintenance... no Dept. NG41, Minnesota Mining & Mfg. Co., 
current, batteries, switches, bulbs or mechanism St. Paul 6, Minnesota. 


TYPE Non-illuminated Mluminated “SCOTCHLITE® 


Cost Per Month $10 $20 ar a The §coTch LITE 


‘ pean 
ey (GAM SPM) (6 AM. —Mideight) (SAMS AM) SIGN of RE FLECTIVE 
Exposed Circulation 137,500 196,500 213,500 Ide 345 SHEETING 


Per Month 


Cost Per M 7¢ 10¢ 
saat SUCCESSFUL BUSINESSES all over the country choose 
THE SIGN > SUCCESS. W a ae 
N OF E gives you the largest number of lookers over THE SIGN OF SUCCESS. Why don’t you 
the longest period of time at the lowest cost per looker. i Made in U.S.A. by MINNESOTA MINING & MFG. CO 
= . oa eR oe _ St. Paul 6, Minn., also makers of “Scotch” Brand Pressure 
r sensiti Tapes, “Secotch" So 1 Record Pape Underseal 
THE SIGN OF SUCCESS sells day and night at less cost per reader than abkacied sine Welk” Pam Etie Sentaclan, * 


4 Rubberized Coating, ““Safety-Walk’’ Non-Slip Surfacing iM 
ordinary signs. Roadside advertising at its very best Abrasives, 3M" Adhesives 





Boosts your Business 24 hours a day! 


EXPRESS THE PRIDE you have in your business 
with a sign that tells people who you are, what 
you have to sell . and tells them in a way 
they’ll remember! otchlite”’ Reflective Sheet- 
ing is easily applied to any permanent, non- 
porous surface, trumpets your name night and 
day to potential customers. It’s the way success- 
ful businesses all over the country are keeping 
their name before the buying public . . . a sure 
way to keep a business growing! 


Roadside signs, place-of-purchase bulletins, 
overhanging signs, wall signs and curb signs 
can now be reflectorized at amazingly low cost 
through a new system of applying transparent 
colors on an overall background of ‘‘Scotchlite”’ 
Flat-Top Sheeting. 

Your local sign plant will be glad to explain 
this simple new process to you, or if you prefer, 
write direct to Dept. NG41, Minnesota Mining 
& Mfg. Co., St. Paul 6, Minnesota. 


The ScOTCHLITE 


cy TIVE 
REFLEC 
SUCCESS SHEETING 


ADD NIGHT-AND-DAY BRILLIANCE to your adver- 
tising displays anywhere. You'll find the cost 
surprisingly low! 


Made in U.S.A. by MINNESOTA MINING & MFG. CO 


FROM COAST TO COAST, famous trademarks are being reproduced St 6, Minn., also makers of “Scotch” Brand Pressure 


their true colors on trucks, buses and roadside signs in sparkling ae priv Recording ‘Tape, “Underse 


in 


“Scotchlite’” Reflective Sheeting 


Safety-Walk"’ Non-Slip Surfacing 


ihesives 











The Dr. Pepper Co. 1950 
stockholders’ 
port reflects an emphasis 


Dr. Pepper Push — 

placed on coin coolers and 
notes that the parent company has set up a wholly- 
owned subsidiary “for the purpose of acquiring and 
selling vending machines to its franchised bottlers, in- 
cluding its subsidiary bottling companies. Sales are 
effected under conditional sales contracts requiring 
installment payments (weekly for the most part) based 
upon quantity of beverages vended through the ma- 
chines. The major portion of these contracts require 
minimum monthly payments designed to pay them out 
within 36 months.” Dr. Pepper has centered its pro- 
gram in the single-brand 2 and 4-case SelectiVend 
(Kansas City) equipment, and the report observes 
that: “Automatic merchandising has definitely become 
a major phase of the soft drink business and the ex- 
clusive vendor is proving to be our most effective sell- 


ing tool It makes Dr. Pepper conveniently available 


to the consumer, serves it frosty cold, and the vendor 


is an excellent medium of advertising at the point of 
sale. Vendors remain on the job day and night and are 
idaptable for use in many locations. They produce 
handsome profits for the bottler and help increase his 
sales.” Cup vending is cited in the report as “another 
increasing important phase of the Fountain Division 
operation” which “made rapid progress last year. A 
number of new cup vending accounts were established 


ind work continues on the development of others.” 


In what was described as 
a move to acquire addi- 
Bevco Boosts Production tional plant machinery, the 
Bevco Co. (St. 


manufacturers of manual coolers, has purchased the 


Louis), 


remaining inventory of the refrigeration division of 
the Export Packing Co. of St. Louis, which formerly 
built a line of home freezers and milk coolers. In addi- 
tion to the tools, dies, and supplies obtained in the ac- 
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VENDOR AND COOLER NEWS 


PLACEMENT 
FINANCING 
MERCHANDISING 
MARKETS 

costs 
SERVICING 


NEW MODELS 


quisition, Bevco will also secure steel and copper al- 
lottments, increasing its ability to deliver soft drink 
equipment to bottler accounts. At present, Bevco is in 


production on 3 slide-top models, and these coolers 
71 


hold, respectively, 7', 10, and 12% cases of bottles. 
+ 

While several U. S. firms 
Mexican Market have been exporting vend- 
For Vendo ing equipment to Latin 

America, first firm to man- 
ufacture for the South-of-The-Border market will be 
the Vendo Co. (Kansas City), which has acquired con- 
trol of Industrias Montiel, Mexico City manufacturer 
of soft drink coolers. A new firm has been organized, 
known as Vendo & Montiel, S.A., C.V., 


retains the controlling interest. Current plans call for 


in which Vendo 


a doubling of the size of the old 9,000 sq. ft. plant and 
the production of two types of manual coolers along 
with V-23 and V-83 vending machines, geared to 25 


centavo operation. With the Mexican market regarded 


RELAX AND REFRESH 


Accessible to surrounding cottages of the Oak Tourist 
Lodges, San Antonio, a 27-bottle Vendorlator (Fresno) 
is .strategically spotted out-of-doors to offer thirst- 
quenchers to guests relaxing in the shady patio after 
a day's drive. 








AIDS APPEAL 


In Boston, Mass., a Cole- 
Spa (Chicago) cup ven- 
dor was recently used THE CHILD 
to aid a fund drive in YOU Save 
behalf of a local chil- MAY BE 
dren's medical center. "OUR Own 
All commission earn- 

ings were contributed 

to the project, while a 

contribution box, mount- 

ed on the cabinet door, 

pulled extra coins from 

patrons. 





as offering an excellent potential, initial output has 
been earmarked for that country, though coin coolers 
will be shipped to other Latin American countries at 
a later date. There are about 17,000 machines now in 
use in Mexico, with some 7,000 concentrated in Mexico 
City. This is the first expansion move made by the 

Or , parent Vendo Co., which is credited with producing 
about 60° of the Coca-Cola vendors in use, and the 
firm is reported to be considering the establishment of 
another plant abroad, possibly in England, to serve 
the sterling bloc countries. Vendo was recently 
awarded a $4,000,000 war contract for the manufac 
ture of parachute platforms used by the Air Force in 
air-dropping heavy equipment. 


thats as a 
good as Church Locale locations to house a coin 


cooler is the Activities 


of the more unique 


Building of the Highland 
Park Methodist Church in Dallas, Tex., where a Na 
tional Gas Equipment Co. (Terrell, Tex.) dual vendo 
be dispenses both Coca-Cola and Dr. Pepper. With many 
specif church organizations conducting a full-time program 
Y of group activities through the week, sites of this 
type can produce a surprisingly large soft drink vendor 
volume 


Gone are the days when 

Detroit Details municipal specifications 

Specifications for drink vending bids on 

CERTIFIED city-owned sites laid their 

major stress on revenue factors. Typical of the new 

outlook, based on a backlog of experience, current 

0 ors yardsticks laid down by the City of Detroit for a 2 

year contract to operate cup vendors at locations un 

CERTIFIED COLOR Bivesion der the jurisdiction of that city’s Dept. of Parks & 
NATIONAL ANILINE DIVISION Recreation note that: “The quality of the merchan 
AtsisO GHEMIERL & Ove GOePeeatien dise, its condition when dispensed, the type of machine 
40 RECTOR STREET, NEW YORK 6. ¥.Y. used, and the facilities for continuous service will be 
Boston Philedeiphic Chicoge Choriette vital factors considered in making the award.” Pro- 
San Francisce Portiand, Ore Torente vision is made that the units incorporate a slug rejec- 


tor “of an approved standard manufacture” and that 
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Sharp, live-action carbonation means profit for bottlers! 


But air pick-up at the filler may be diluting your carbonation, 
fooling you with false volume-tester readings — 

robbing you of profits. 

Liquid’s Low-Pressure Filling System eliminates air pick-up — 
assures high actual carbonation. 

Your Liquid representative has some vital new facts about the 
effects of air pick-up at the filling operation. Be profit-wise — 

call him in and be posted on these new findings. 


THE LIQUID CARBONIC CORPORATION 
3100 South Kedzie Avenue ° Chicago 23, Illinois 





“The 


the product Is not 


mechanical action shall be reliable, so that when 


vended for any reason, the coin 
shall be returned to the customer.” On the subject of 


product, the terms stipulate that “Bids will be accep- 


ted only on quality beverages with the highest popu- 


lar appeal in this community, such as Vernor’s Ginger 


\le, Hires 


Drinks are to be 


Root Beer, Pepsi-Cola, and Coca-Cola.” 


vended in 5 and 10-cent sizes, and 
machines 10-cent must be 


lispensing beverages 


equipped with “an approved type of electronic coin 
Past 
on nickel drinks, and 


changer which will accept quarters and dimes.” 
commission rates have been 18 
12°, on the dime-size thirst-quencher 

Commenting on the role of 
Vendors Boost Buffalo the coin cooler as a volume 
Rock builder, James C. Lee, Jr.. 
vice president of the Buf 
faulo Rock Co. of 
believe that 


Birmingham, Ala., concludes: “I 


cartons and vending machines are the 


two outstanding methods available to increase per 
Bot- 
B-1, and the Mission 


using selective dispensers to vend 


feels that 


capita consumption in the soft drink business.” 
tlir Buffalo Rock 


line, the firm is 


ginger ale, 
these products and it there is a growing 
preference on the part of outlets in the Birmingham 
Notes Mr. Lee: “With 
ir complete line of flavors other than cola, we prefer 


area for multi-flavor machines 


our vendors side-by-side with any rival ma 


@ Only One Moving Port— 
trouble-free operation 
ity Pre Cooler 


e Large Capac >f cooled 


_ glways o supply 
drinks 
e Ory Cold—no wet 
bottles 
e Simple Easy to 
handy ‘'selector 


messy 


ading — 
racks 
e ‘‘Manuolmotic Com Unit 


ond Changer Avo 
fool-proof; no 


lable— 


simple 
electricity, 9° levers 


moott 70.8 
or handles 


cranks 
e Unique ‘Package Type 

Refrigeration System —can 
be removec 


60 seconds 


J or replaced in 


The IDEAL way to increase VOLUME is 
to increase TRAFFIC by offering a CHOICE 
of flavors to satisfy the appetites of more 
thirsty customers. IDEAL ‘Selective’ Venders 
invite added traffic. They offer a choice of up to 
8 flavors easily chosen—attractively displayed— 
appetizingly clean. 


IDEAL DISPENSER CO. 


Dept. 114 BLOOMINGTON, ILL. 


68 


chine, as we feel that our sales do nicely under these 
that is if the outlet has enough 
While 
Buffalo Rock prefers to sell coin coolers outright to 


competitive conditions 
customers available for this type of business.” 
the location, it has found some sites requesting a 
rental program, and, in such instances, the plant tries 
to secure a minimum flat rate of $10 per month. The 
total number of Buffalo Rock vendors in the Birming- 
ham area has risen continuously since 1945, and the 
firm intends to further its placement program. “With 
the diversification of flavors we can offer,” says Mr 


Lee, “we feel that we have only begun to seratch the 


surface in our territory.” 


By selling over 95°, of its 


Meets Competition, coin coolers direct to the 


Ups Volume locations, the Rapid 
Bottling Co. has not 


competition 


Citys 
only 
effectively met from a rival featuring 
single-drinkers, but upped its own volume. In its South 
Dakota territory, this plant has covered such top locales 
as factories, youth centers, supermarkets, gas stations, 
etc., featuring selective units to vend its output of 
Owner A. H 
geman reports that, in several instances, where Rapid 
City 


7-Up, Grapette, and Kist flavors 3rug- 
3ottling’s multi-brand vendors were installed in 
sites which already housed single-drinkers, the latter 
then that were removed when 


fared so poorly they 


their earnings didn’t pay for the space they occupied 


BOTTLERS —Eliminate 


Conveyor Chain Problems! 
USE 


“CONADE” 


The only scien- 

tifically blended, 

neutral chain 
lubricant. 


“CONADE” WON'T 
GUM e BUILD-UP e SETTLE OUT 


“Conade” is triple action — lubricates, cleans and 
disinfects — in one operation. Not a soap. Will not 
become rancid. It is a rust inhibitor. 


THE PROOF IS IN THE USING — why not let us show 
you how "CONADE" will solve your Conveyor Chain 
Problems — Write — Wire. 





Now Used by Leading Bottiers 


SUPERIOR CHEMICAL PRODUCTS 
INC. 
Dept. NB, 123 W. Madison St., Chicago 2, Ill. 


A tew choice territories open for representatives. 
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In some outlets, where the site purchases a multi- 
seleciion coin cooler, 7-Up, Grapette, and Kist Orange 
and Cream occupied the more favorable channels, while 
a competitive drink was assigned the 2 rear racks of 
the vendor. In most of these situations Mr. Brugge- 
man observes that this beverage eventually was rele 
gated to only one rack, with its sales running a poor 
fifth to the Rapid City Bottling items 

* * 

James Dwaileebe, who 
Plant Population owns the Olean Bottling 
Yardstick Works and the Pepsi Cola 

Bottling Co it Olean, 
N. Y., makes the distinction between small and large 
factories a major check-point in his vendor placement 
policy. For the plant with less than 100 employees 
he utilizes single-flavor Vendorlator (Fresno, Cal. 
27's, but where there are more than that number of 
workers he installs a selective Ideal (Bloomington, 
Ill.) unit to dispense the plants’ full line of Pepsi, 
Squirt, and Mission flavors. Most of the machines 
are rented out at 10 cents per case and vend at the 
nickel price, while bottler Dwaileebe points out that 
these coin coolers are largely spotted in schools and 
small factories, which “want an acommodation” and 
are not interested in profits. In other stops, such as 
vas stations, where revenue is a prime consideration 
for the outlet, a 6-cent coin mechanism is employed 
on the vendors 


A spot check of several 
, U.S. Navy vessels utilizing 
Sailor Sales Soar : 

cup drink vending equip- 

ment shows a per capita 
consumption of 1'2 drinks per man per day, averaged 
over a period of several winter. months. This equip- 
ment has been sold outright to the individual Ship’s 
Store (seagoing equivalent of the shore-based Ex- 
changes) and the cost of such a vendor must be amor- 
tized by the individual vessel. On the basis of current 
operating experience, large-sized cup machines have 
been paying for themselves within an 8-9 month period 
Ashore, however virtually all drink vendors have been 
placed on a commission or a rental basis, as it’s not 
Navy policy to encourage shore stations to purchase 


their own automatic merchandisers 


Bottled soft drink vending 
Westinghouse TV‘s received a hefty plug on a 
Vendor recent Westinghouse “Stu- 
dio One” Television show, 
when that firm utilized a filmed commercial in behalf 
of its 10-case BV-240 coin cooler, which is marketed 
to Coca-Cola bottlers. To highlight the machine’s re- 
frigeration abilities, one sequence had a flaming build- 
ing burn down around the vendor, which was then 
patronized to illustrate that ice cold Coke would still 
be delivered from a “red hot” coin cooler. Another 
episode in the film had a group of office workers drop- 








THESE 2 FRUIT FLAVORS MEAN BUSINESS 








flavor to give. 


You owe it to your business to investigate these two 
remarkable fruit flavors. Write today! 


(Have you investigated Nifty Pineapple yet?) 


Salient. leader and originator of Nifty Black Cherry and Nifty Black 


Raspberry, now proudly presents a greater development — greatly im- 
proved Black Raspberry and Black Cherry real fruit flavors. 


Under a new and improved process, These flavors are 


richer, finer and fruitier because they have more 








BLACK RASPBERRY 


1 oz. 


Crowns Available 


BLACK CHERRY 


1 oz. 
Crowns Available 








SALIENT FLAVORING CORP. 


1s SUFFOLK STREET 
NEW YORK 2. N. Y. 
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Now... more NCG distribution points 


to serve you with dry ice and CO, in cylinders 


NOW ... NCG distribution points expand further westward, 

to the Pacific Coast. Now... in seven additional cities NCG 

NEW CITIES is prepared to supply you with dry ice and CQO, in cylinders. 

NCG’s facilities for serving the beverage trade and users of 

dry ice are modern, and centrally located in each community 
ses enenens to insure you prompt, dependable service at all times. 

NCG’s people are alert, friendly, experienced, eager-to-serve. 
ee Why not discover for yourself the numerous advantages that 
DALLAS spell new satisfaction for countiess NCG customers? 

FT. WORTH 


EL PASO 


TULSA 
OKLAHOMA CITY 
, ®) 


CARBON DIOXIDE 





Copr. 1951, National Cylinder Gas Co 
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NATIONAL CYLINDER GAS COMPANY 
840 NORTH MICHIGAN AVENUE - CHICAGO 11, ILLINOIS ~~ Branches in All Principal Cities 
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ping coins in a Westinghouse (Springtield) vendo 
for on-the-job refreshment. As one of the top dra- 
matic shows on TV, “Studio One” is televised over RACK ‘EM UP 


some 51 stations around the country, putting the At the Dr. Pepper home 
office in Dallas, bottler 
J. O. Dodson of Phoenix, 
before an estimated audience of 8,000,000 viewers. Ariz., and Bob Stone, 
recently appointed par- 
ent company sciles pro- 
. _* ' motion mancger. dis- 
In Columbia, S. C., W. RK. cuss the merits of a new 
Andrews, Jr. has added bottle rack bracketed to 


Vends 5c Cup, 7c Bottle me a SelectiVend coin 
pre-mix Refresh - O- Mat ° cooler. 


Westinghouse commercial on automatic merchandising 


(Automatic Products, 
N.. ¥ cup vendors to his automatic merchandising 


program. Dispensing a non-carbonated Nehi Orange, 





these machines operate at the nickel price level, though . 
, sncourage “e | Ts articipate in the organ- 
a route of Ideal (Bloomington, Ill.) coin coolers vend to encourage more bottlers to participate B 


as = - iz: : iti “Ovi r str r legislative rep- 
bottled beverages at 7 cents. ( This includes the South ization. In iddition to providing strong legisla ae 


; -esentati state ; *g vels protect vending 
Carolina penny tax.) Bottler Andrews explains that resentation on state and local levels to protect vending 


“ . machine activity against discriminatory taxation, 
Where we can sell all our various flavors in an outlet, me : ¥ : 


, ” ‘ A is curre ‘king closely with Washingtor 
we prefer to use a selective bottle dispenser and he NAMA i currently working clo ely ith ™ — 


. « rovernmental agencies (as well as conducting a public 
notes that his plant utilizes cup machines “as a means E ¥ ‘ I 

relations program) to emphasize the importance of 
of supplemental merchandising, as we use only single- 


” “ automatic merchandising as a factor in the nation’s 
flavor machines.” However, he also observes that “due, ee , S 


+t, to the increased profit margin from cup ma- defense effort. Named as chairman of the group's 
we are going into this type more—in prefer- membership committee is B. W. Scheuer, a former 
the bottle vendor. wherever possible.” Thus bottler who is president of the Vendomat Corp. of 
far. Roval Crown Rottline has concentrated on theatres America, which operates cup equipment in Baltimore 
and s ee as locales for the Refresh-O-Mats and other areas. Detailed information can be obtained 
by writing to NAMA headquarters at 7 S. Dearborn 


St.. Chicago 3, Ill 


With warm weather on the 


horizon, this is a good time National Rejectors, Inc. 


(St. Louis) has shifted its 
theatre market in your In The Vending Chute New Vask Cis 


territory. A recent survey by “Boxoffice.”” exhibitor 


Drive-In Data to check into the drive-in 





branch to 
new and larger quarters at 
39-30 61st St.. Woodside, Long Island, N. Y. Thurs- 


days have been set aside for free service instruction 


trade journal, showed that while soft drinks ran a 
slow third (9.5 to candy (35.9°¢, and popcorn 


50.2 in indoor cinema snack sales, it’s a different in the workings of coin handling equipment, change- 
story in the open-airers. Here beverages account for makers, ete. Annual report of the Dixie Cup Co. 
27 of the gross, as against 27°, for popcorn, and (Easton, Pa.) stresses the growth of bulk beverage 
9.8°, for candy, though a variety of other munch-and- vending, and claims there are now four times as many 
crunch items, ranging from hot dogs to chow mein, cup drink vendors on location as in 1947. . . Mission 
tally a hefty 22.8 Since movie-goers vasa more at Dr Corp., active in the theatre refreshment sales field, 
drive-ins, they also consume more soft drinks, and has been plugging its beverages to the cinema trade 
both picnic coolers (mounted on carts) and standard as “Inter-Mission Favorites”... . $31,000 of the total 
coolers can be spotted to good advantage. As against $84,000 paid in vending commissions to the Chicago 
a national estimate of refreshment sales of 9 cents per Transit Authority was chalked up to cup drinks ma- 
ticket-buyer in the indoor picture palace, the drive-ins chines, and about 85 are now in use in subway and 
ire credited with 16 cents per patron elevated stations. .. Mel Rapp, formerly Eastern sales 
a manager for Cole Products Corp., has been named a 

Expanding its scope in an- vice-president of Automatic Products Co. (N. Y.), 
Bottler Members for ticipation of stepped-up builder of the pre-mix Refresh-O-Mat. .. National Au- 
NAMA state and city legislative tomatic Merchandising Assn. (NAMA) reports rapid 

activity, the National Au- assignment of exhibit space at the Cleveland, O. audi- 
tomatic Merchandising Assn. (NAMA) has created a torium, where vending group’s 5th annual convention 
special bottler category and revamped its dues rates will be held Nov. 12-15. .. Hires Root Beer basing its 


for such plants. While a number of soft drink firms sales approach to cup vendor firms on its trade-mark 


operating vendors have long been active in the associ- consumer appeal, suggesting that they “Buy syrup 


ation, a new lowered dues range, based on the market- from suppliers who support the vending business in 
ing area population of a territory, has been devised their national advertising program.’ 
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How to Weasure aud Lower... 


Your D 


70 the uninitiated observer, the 


cost of distributing bottled 


prod- 
ucts would appear to be a simple 


computation: merely divide the 
total cost of distribution by a com- 
mon product denominator, such as 
cases, and voila!—cost per unit! 
The answer thus derived may be in- 
teresting and useful in statistical 

lvsis, but it is not sufficient in 

tluating actual cost for a diver 
bottling operation. Low mar- 


1a variety of bottled 


By JACK L. CALDWELL 
Controller 
Glenwood-Inglewood Co. 
Minneapolis, Minn. 





products means that further refine- 
ments are necessary. 

Certain problems of the bottling 
industry are typified by our com- 
pany operations. We produce a di- 
versified line of products in a vari- 
ety of bottle and case sizes. Among 
bottle 


nated spring water for use by res- 


other products, we carbo- 
taurant, fountain, or at home 
Our customers include manufac 
turers, wholesalers, retailers and 
consumers, and distribution is ac 
complished mainly by our own 
trucks 
truck 


up to 40 miles one way, and the 


Customer’ deliveries by 


from our. plant may range 


products, size of case, and total 


quantity delivered may vary by 


every possible combination within 
the capacity of one truckload. All 
of our regular drivers are paid on 
an incentive wage plan and each 
driver may encounter all of the 
above-enumerated variables within 


each weekly pay period 
Definition of Distribution Cost 
Distribution cost, as we define it 
for this paper, includes the costs to 
transfer the 


product physically 


istribution Costs 


from our plant to the customer and 


secure the return of the empty 
bottles and cases. In this respect, 
the costs common to the bottling 
industry are truck-driver wages in 
the form of labor cost, truck operat 
ing expenses, and the functional 


cost of loading and unloading 


trucks 


tomary 


We do not include the cus- 


selling such as 


expenses, 


advertising or sales salaries, be 
cause they are not a direct cost of 
product physical movement, nor do 
they bear any relationship to the 


distribution cost of specific prod- 
ucts. Actually, the driver also is a 
salesman who solicits and accepts 
orders for our products but this 
“selling” expense is directly related 
to his delivery productivity, and its 
inclusion in distribution costs in- 
troduces no. significant departure 
from our definition 

There are several objectives in 
determining our distribution cost 
The interaction of the multiple va- 
delivery cost 
total 


monthly, 


riables = affecting 


causes a wide variation in 


cost by driver weekly, 


and annually. Our problem essen- 
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tially is to break down this gross 


cost figure for the period into that 


portion of the cost applicable to 
each specific type of product by size 
of container. For example, our case 
of six 36 0z. siphon bottles of car- 
bonated spring water is obviously 
more costly to deliver in small quan- 
tities to residence customers than 
the same case delivered in large 
quantities to restaurants, clubs, or 
bars. The normal or average volume 
for each classification of custome) 
weighs heavily in the determina 
tion of per unit distribution costs 

To segregate the various per unit 
costs and at the same time main 
tain an incentive wage plan which 
is fair to both labor and manage 
ment, we have drawn upon a vari 
ety of cost accounting techniques 
We attempt to establish product 
unit costs for price and profit deter 
mination, as a “benchmark” in ne 
gotiating driver hourly wage con- 
tracts, and for the establishment of 
a mutually beneficial incentive pay 
ment plan 

The only practical method of 
measuring quickly the oscillations 
in cost appeared to be a process 
cost system. The distribution of 
our product is a continuous and 
relatively repetitive procedure; the 
volume is large, and the margin 
small. Although a job order sys 
tem would ultimately produce a cost 
for each combination of variables, 
it would be highly impractical to 
compute and would represent only 
historical cost with little indica 


tion of trend or seasonal variation 
Selection of Homogeneous Unit 


Our first step was the acceptance 
of a homogeneous unit for funda- 
mentally gauging the relation of 
total distribution cost to the volume 
delivered in a given period; this is 
our benchmark, or over-all average 
cost. Sales, expenses, profit, volume 
of production and delivery, budgets, 
truck capacities, and many other 
factors are based on our smallest 
integral unit of product, the case 
Selection of the case is perhaps a 
foregone conclusion Bottles deliy 


ered would not be a logical unit be- 
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cause of the difference in quantity cost since there is not sufficient 
in different size cases economy possible in the smaller 

Labor cost of distribution is the items to offset even minor increases 
important factor deserving the in driver payrolls. Incentive pay 
most critical analysis. In our opera- plans under certain conditions may 
tion, it is by all odds the most com- be factors in wage stabilization 
plicated cost to analyze as well as The primary requisites of an ac- 
the most fruitful. Wages comprise ceptable incentive pay system are 
almost the entire total cost of distri- its legality under government regu- 
bution, with truck operating and lations and its approval in union 
loading expense running second and negotiations. Satisfaction in con- 
third respectively. This relationship tract bargaining usually hinges on 
compels a careful control over labor at least a minimum guarantee based 
iin . 













































VEKO* ORANGE MAKES 


A DELICIOUS DRINK 
..» Returns Real Profits 


MANY BOTTLERS tell us that until they 
switched to Vexo they took a downright loss— 
or at best only a midget markup on every case 
of Orange sold. Vexo Orange Flavor sells fast 
because it’s tops in taste, and the figures look 
mighty fine on the cost sheets 








Check Vexko costs now! Join the profit-wise 
bottlers who accept the Veko warranty of com- 
plete satisfaction as their assurance of success 


* REG. TRADEMARK 





1-17 FRUIT ORANGE BEVERAGE BASE No. 2000 ‘No pieces or coarse ew 


In 1 gal. cans case of 6) 5 case lots del'd. in East $4.25 gal. 
2 Oz. No. 1883 CONCENTRATED ORANGE JUICE with cloud & color 
Del'd. East of Kansas City, Kans. in 32 gal. lots. $9.45 gal. 
2 Oz. No. 1910 CLOUDY & COLORED ORANGE FLAVOR (heavy cloud) 
Del'd. East of Kansas City, Kans. in 8 gal. lots $6.95 gal. 


We supply 65° Brix Orange Juice, Pulpy Juice, 
Orange Oil Cold Pressed and concentrated, 
Orange Emulsions, etc. See price list 


y. aE: KOHNSTAMM, Due. 


13, N. Y- 
29 CAN NAL STREET ° i isrames 
a A WaAlker 5-1504 . 





















Cable Address: 





























on hourly rates or “work week ce) 


tain,”” providing fringe issues con 


cerning individual driver inequi- 


ties may be satisfactorily resolved 


Compliance with government 


regulations is an entirely separate 


tudy in itself and readers are cau- 


tioned to consult legal counsel be- 


fore instigating or materially alter 
ing an incentive wage system. In 
order to justify the use of the spe- 
fic commission arrangements dis 


the 


hereafter, two major 


cussed 


conditions in regard to government 


regulation are very briefly outlined 
First, the simpler situation where 


Fed- 


em 


not subject to 
and Hour Acts o1 
subject to the Act but 


t mployees are 
Wage 


prove *s ure 


eral 


payments qualify as exempt from 
on overtime” 


the 


overtime provisions 


Secondly, problem when em 


ployees are subject to these statutes 


and “ov 


ertime on overtime” regula 
We are at 
latter 


to the difference 


tions do prevail present 


under the condi 
key 


payment is 


operating 


and the 


tion, 


in methods of the ap 


plication of, or exemption from, 


“overtime on overtime.” Concisely, 


this provision requires that the in 


centive portion of the wages be 


neluded in computing the base rate 


for the purpose of computing time 


ind one-half for overtime hours 


Or, trom another viewpoint, the 


incentive pay is presumed to be 
straight-time pay and overtime 
must be computed at 150 of the 
straight-time incentive rate. Man 


agement In many instances ignores 


this provision in the mistaken belief 


that any extra pay in excess of thei 


current pay scale or union agree 
ment is “icing on the cake.” The 
fallacy, of course, is that the more 


wages paid in violation of “over 


time on overtime” provisions, the 


greater is the company liability for 


in arrears. An illustration of 


pay 
this computation will be given 
under incentive pay computations 


Incentive Pay Exempt from 
“Overtime on Overtime” 


Several methods are currently 


employed as a means of increasing 


the productivity of delivery drivers, 


incentives Is gener 


and the use of 


74 


ally recognized as valuable in dis 
bottled 


Under the first condition, 


tributing products locally 
by truck 
“overtime on 
flat 
piece rate is commonly established 


deliv- 


without regard for 


overtime,” a_ relatively fixed 


tor each homogeneous unit 


ered. This commission may be cor- 
related 
products or to 
ditions. The flexibility of a per unit 


individually to various 


Various route con- 
commMission permits Management to 
the 


of the 


with 
dif- 


adjust or establish rate 


reasonable cognizance 
ference in cost to accomplish dif- 
ferent deliveries under a variety of 
variables. Piece rate commissions 
are normally a result of statistical 
analysis of annual per unit costs as 
trom delivered, 


derived quantity 


hours worked, and gross pay. Con- 
sideration of figures for the entire 
year is required where seasonality 
injects still another variance in cost 
Where 
union agreements ordinarily 
specify that 
be compared to hourly pay, and the 
the 


analysis this method is 


used, 
must 


incentive pay 


employee must receive large? 
amount, except where the incentive 
is wholly additional to hourly pay 

Variations in this method include 
daily o1 


establishing a minimum 


weekly pay plus the stipulated piece 


work commission. This minimum 
pay provision may or may not re- 
quire the exclusion of a portion 
of the driver’s deliveries from the 
commission computation tor the 
period. In either event, this mini 
mum pay may act as a cushion to 
absorb changes in the guaranteed 


minimum as established by union 


agreement without necessitating a 


change in the per unit commission 


Typical Example 
A typical example of the use of 
piece rates might be constructed as 


The driver is to be paid 
for the first 


follows: 
a minimum of $48.00 
100 cases delivered, plus an incen 
for each additional 


If the 


tive pay of 10 


unit delivered.* driver de- 


1, order to provide for the returr 
of empty containers, a “unit delive 


defined as including the returr 


iy ‘ 
of one empty container; or, a specific 
number of empty containers may be 
established a the equivalent of one 





red 





*livered 600 units for the period he 


$48.00 $20.00 


total of 


would receive plus 


commission, or a $68.00. 
Assuming this was accomplished in 
50 hours and the union agreement 
stipulated minimum $1.00 


time 


pay as 


per hour with and one-half 
after 40 hours, the employee would 
earn $13.00 more than required by 
contract rates by incentive pay com- 
putation. 

In the example given, no compli- 
cations were introduced for more 
than one major product where de 
livery time is materially different, 
and the quantities delivered vary 
from one period 


considerably pay 


to another or between individual 


routes. To allow for an 
the 


ber of units of product “A” or “B” 


drivers or 
established difference in num 
delivered per hour, the commission 


rate may be varied for each prod 
uct. Product “A’ 


per unit, indicating a slow delivery 


might earn 12 
per hour because of smaller quanti- 
normally purchased by each 
customer. A product “B” 
sion rate of 9c per unit would rep- 
rate 1.33 times 


“A”: this item 


tles 
commis- 


resent a delivery 

as rapid as product 
might be delivered to a regularly 
established clientele on a “keep sup- 
utilizing one ot 


plied” basis. In 


more individual product commis- 


sions it would be necessary to ad- 
just the $48.00 minimum in the pre 
vious example, or establish a scale 
of variable minimums depending 
upon the quantities of products “A” 
and “B”. delivered during the pe- 
riod. The opportunities for varying 
an incentive of this un- 
limited and, except for illustrating 


other 


type are 


bottling methods, no exam- 


ples need to be cited 
The fixed 
sentially establishes a per unit cost 


piece-rate method es- 
closely akin to a standard cost. In 
the example where the product was 
the first 
driver 


uniform in delivery cost 


100 cases per period per 


would cost 12¢ with a gradually de- 
cost where subse- 


clining average 


quent commission deliveries were 
made at 10¢ per unit. The quantity 
delivered beyond the 400 case mini- 
mum would create a favorable vari- 


ance from the standard 12c, where- 
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HOW TO SELL MORE DRINKS! 


People . . . your customers . . . go places 
these days! Cars on the highways have hit 
an all-time high! Hunting and fishing 
license sales have broken all records! Out- 
door living ... bar-b-q’s... picnics... are at 
the peak of popularity! These trends have 
created a vast, new market for soft drinks! 

This year millions of people will vacation 
...camp... live... in remote, inaccessible 
spots where they'll want your ice cold 
drinks. And, as you know, if your drinks 
are ice cold, they'll consume far more of 
them! 


Provide this vast market with the means 


ae eg Le 


There's 


of keeping your drinks ice cold and you'll 
sell more drinks. Offer them the proved ... 
and improved Progress Portable 
Coolers! 

Available in two sizes and several colors, 
you can carry your trade-mark or sales mes- 
sage ... embossed, imprinted or in decal . . 
on the Progress cooler. And, you sell it at a 
profit to your customers and prospects. 

Prepare now to get your full share of this 
“going places” market during the coming 
season! For details, write Progress Refriger- 
ator Company (established 1905), Louis- 
ville 1, Ky. 
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Profit in Progress! 


as if the driver hourly pay exceeded 
incentive pay computations for any 
period an unfavorable variance 
would result. In utilizing a system 
similar to this the management 
does obtain a benchmark cost 


quickly related to current actual 
cost. A further purpose is served 
since any new products introduced 
or other changes in delivery vari- 
ables will be reflected by the de- 


gree of variance. Conservatism 
should dictate the formation of any 
new incentive pay installation and 
savings require continual review of 
current commission rates in an 
economy of fluctuating wage rates, 
sales, and other expenses, together 
with progressively better methods 
and equipment. Truck operator dis- 
“horse 


tribution is losing if a 


drawn” incentive is employed 


Incentive Pay and “Overtime 

on Overtime” 
The bottler or cost accountant 
who is confronted with required 
vertime hours and “overtime on 
overtime” pay regulations combined 
will generally conclude that the two 
ire irreconcilable with accurate, 
confident cost determination. If the 
overtime hours vary, or are rela- 
tively uncontrollable, such as highly 


seasonal bottling distribution with 


definitely limited trained personnel 


and delivery equipment, the ac- 
countant will be technically correct 
in that first 


assumption. Under 


these conditions, even hypothet- 
ically identical situations will pro- 
duce a new cost in the form of 
“overtime on overtime” and the av 
erage weekly cost may bob like a 
cork on choppy water Historical 
costs, of course, may still be ulti 
mately determined but in the role 
ot prognosticator of changes in 
wage unit costs, overtime hours, 
and incentive wage plans the prob 
lem becomes mathematical 

The following brief illustration 
of incentive pay and “overtime on 


overtime” cites the problem in- 
volved and the amount of error ir 


wrong computations: 


76 





CORRECT 
WRONG 1.00 


$1.00 


20 


< 


“Overtime on overtime” due the e 





$1.20 


1.00 1.50 20 


mployee in wrong computation 


$1.60 $.20 








One method of compliance is to 
perform the correct calculation il- 
lustrated to determine the base rate 
for each employee for each pay pe 
riod. The additional cost is either 
absorbed by the company and re- 
duces their savings, or is absorbed 
by the employee, reducing the in- 
centive earned in each. straight- 
time hour to compensate for the 
premium on overtime incentive pay. 
Where the incentive pay is easily 
calculated per hour and the initial 
computation will determine the pay 
for a large group of employees 
such as a group bonus) this meth- 
od may be the most suitable. How- 
ever, Where the payment to every 
driver each week is heterogeneous 
this computation for each driver 
would place an added burden on our 
payroll department and no useful 
information would be provided. 

Heretofore, our driver pay was 
comprised of a4 minimum guaran 
tee plus an incentive amount for 
each unit delivered. Therefore, as 
advised by counsel, to comply with 
federal regulations we were con- 
fronted with the problem of revis- 
ing our incentive payments. The 
system we selected and have incor- 
porated for almost a year is reason- 
ably simple to apply, and provides 
valuable information of per hour 
output. By a complete revision of 
our incentive plan geared to achieve 
the same end-result to the employes 
we were able to retain savings al- 
ready attained by the use of incen 
tives 

We compute the regular hourly 
pay plus overtime premium for total 
hours worked in the accepted man- 
ner; overtime is effective for all 
hours in excess of 40 hours per 
week. We apply our incentive pay 
as a percentage of gross hourly pay 
thus computed The percentage 


commission earned is directly re- 


lated to the number of units deliv- 
ered per hour by each driver. With 
this process we distribute’ the 
amount of the commission, or in- 
centive portion of driver pay, pro- 
portionately to his straight-time 
and overtime pay. In other words, 
the percentage commission for 
straight-time hours is increased one 
and one-half times when applied to 
pay for overtime hours. Obviously 
this does not avoid the awkward 
50°; increase in incentive cost for 
overtime hours which must be ac- 
cepted under these regulations with 
the same placidity as time and one- 
half after 40 hours. However, this 
method permitted us to establish 
the percentage at equitable rates, 
comparable to our past cost expe- 
rience. It gave us insight into here- 
tofore untapped information con- 
cerning driver per hour output, and 
this in turn became an ideal oscilli- 
scope for observing the direct effect 
on specific product distribution cost 
of all of the variables mentioned in 
the introduction. 

In our procedure, each driver 
must attain a minimum number of 
cases per hour for all hours worked 
before any percentage commission 
is earned. Since our cost naturally 
increases after 40 hours have been 
worked, this minimum number of 
cases is increased by one additional 
case per hour after 40 hours. If 
necessary, further additions to the 
minimum could be introduced at yet 
another point in overtime hours 
worked, but we did not consider 
this advisable. The computation of 
“cases delivered per hour” is 
merely the total cases delivered for 
the week (and its equivalent in 
empty containers returned) divided 
by the total hours worked. To de- 
termine the percentage of commis- 
sion, our scale for incentive pay 


would appear similar to this: 
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an Sercenem driver working hours is also an in truck trip was necessary in either 

\verage case 10 hou More thar licator of customer density and instance regardless of quantity de- 
fhe ps aed route area. livered or type of product. 

1 to -10 0 0 To summarize truck distribu- The cost of loading trucks con- 

1] 3 0 tion costs, we apply this cost equally sists mainly of labor to load and 

12 6 3% to each “case delivered” regardless unload at the plant dock. This cost 

13 9 6° of product contained—it is applied is also computed per case regardless 

ee amatas to our homogeneous unit, the case of product or container size. This 

Theoretically, a large volume de- appears to be a logical cost tech- 

The minimum number of average livery to the retailer or a single case nique, since the truck loads are 

cases per hour is 10 for 40 hours delivery to consumer involves a mixtures of all products and all 

or less, and increases to a minimum joint cost; the saving made in the size cases. The case dimensions and 


of 11 thereafter. There are also a volume delivery is labor hours—the construction are sufficiently compa- 
host of variations which may be 
embodied in this method. For ex- 


ample, a declining percentage could 


be employed, effecting savings in 


Fee ee tinionl ate ~COlder - More Uniform Temperatures 
ieee scl deel, setae nin In Your Plant With 


could decline as additional hours 
were worked in excess of 40 hours p & R WAT E R CO O L| N G U N | TS 
per week, allowing the minimum to 


remain constant 





Other Distribution Costs 


The remaining distribution costs 
are truck operating costs and load- 
ing-unloading trucks. We use gen 
erally accepted cost principles to de- 


termine our costs of operation per 





truck per mile. Operating and = DELUXE P & R Water Costing Unit is un STANDARD model gives same high quality 

= surpassed for efficient, dependable service performance as Deluxe model — same year 

maintenance costs are charged di- = Ruggedly and attractively constructed. Equip around dependable performance. Less expen 

f = ped with famous Jensen coils. All parts that sive, but equally satisfactory, materials used 

rectly to each truck and periodic water touches are of sanitary stainless steel n construction permit a lower price. Finest 

‘ It's the outstanding water cooling unit in water cooling unit available in its price 
mileage checks are made. Each America field 

driver on our regular routes uses Capacities: 100 G.P.H. to 1000 G.P.H Capacities: 100 G.P.H. to 700 G.P.H 


the same truck at all times except 


luting vepuits und. therctore the | _ EITHER MODEL — DELUXE OR STANDARD — 1S A PROFITABLE 
cquipment costs relative to his par. LONG TERM INVESTMENT IN GREATER EFFICIENCY! 


ticular deliveries are neatly iso- 


% COMPACT The new P & R instantaneous water cooling units set a 
iis Soaaiaiig taal: waaniicae ail 3 new high in dependable performance. They produce both 
isieiay ail Wine aaa: te dak Se x HANDSOME colder and more uniform temperatures than any ordinary 
cooling unit now on the market. The P & R units cool 

down to 34 degrees—instantaneously—and temperatures 
will not vary more than two degrees all day long. They 
sient Witin teanceinae wiih chen. operate with only three controls; have one of the sim- 
hits -aaieiie tliat ak wel % EFFICIENT plest refrigerating mechanisms ever built. They're fool- 
proof — cannot freeze. Every part of Deluxe model is 

% LOW-COST easily scrubbed or sterilized. Reasonable first price — = 


low operating cost. 


lated. This permits us to compute 


oT 


units delivered. Average miles trav- 


eled for each unit delivered indi- x DURABLE 


cates the differences in route area, 


stop. Mileage costs are not signifi- 
cant in relation to specific products 
and we have made no attempt to 


% SANITARY 


letermine a distinction (if one ex- 


Backed by 25 Years’ Experience In Serving Bottlers 





ists) between average miles trav- 


eled to deliver one specific product 


mn 


Ss opposed to another This does 


Write for co) -INe 


not appear to be valuable where Prices and 


AAT 





each product price is established 


Hi} 


\ Information 
iniformly for the entire area 


Box 1042 ATLANTA, GA. 


served. Average miles traveled per 
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rable so that all sizes require almost 
identical handling, and variance in 
weight of cases does not have a 


significant influence on loading 


labor cost 


Effect of Variables 


The variables mentioned in the 
introduction primarily affect only 
the labor cost of distribution. 
Therefore, where the circumstances 
are similar to the variety encoun- 


tered in our operation, it is incon- 


clusive to accept the “bench-mark” 
(average or standard) cost per case 
as the ultimate actual cost for all 
products and case sizes. The pur- 
pose and value of this average 18 
primarily statistical, in addition to 
its incentive wage functions 

The information which we wish 
to obtain from the breakdown of 
this average may be stated gener- 
ally as follows: 

1. The effect of size of case on 

average deliveries per hour 
2. The effect of sales of car- 


For Bottles that Sparkle 


... without Specks, Spots, Dulling Film 








A SOLVAY |Special CLEANSER 


Solvay ANCHOR ALKALI is carefully prepared to 
wash bottles thoroughly . . . co leave them sparkling 
clean and sterile. And—because it has special rinsing 
properties-ANCHOR ALKALI never leaves spots, 
specks, or dulling film. It’s economical to use too; 
consumption per unit number of bottles washed is 


extremely low. Specify Solvay ANCHOR ALKALI 


oolVa, 


ANCHOR 
ALKALI 


SOLVAY SALES DIVISION 
Allied Chemical & Dye Corporation 
40 Rector Street, New York 6..N.Y 
ne BRANCH SALES OFFICES — 
Bosman ¢ Charloce ¢ Ch »*< anati © 
Momsron * New Orleans *¢ New York © F 
Set ‘ 





bonated water or other bottled 
products on average deliveries 
per hour 
The effect of distance traveled 
on average deliveries per 
hour. 
The effect of 
deliveries on unit cost 
It will be noticed that each of the 
problems is posed in terms of two 
Also 
prominent use of “average deliv- 


large volume 


variables. noticeable is our 
eries per hour,” derived as a by- 
product of the incentive wage plan, 
for measuring the efficient utiliza 
tion of labor hours. Where overtime 
plus “overtime on overtime” are 
factors regularly unavoidable, this 
criterion assuredly becomes of fore 
most importance. 

Further analysis is greatly facili 
tated and results are more readily 
acceptable to management outside 
of the accounting field by resolving 
the problem into terms of two vari 
ables. Thereafter, it is purely math 
‘matical and the solution may be ob- 
tained by various methods. Among 
the more familiar methods em- 
ployed are simultaneous equations, 
ratio analysis, and diagrammatic 
or scattergraphs. 

The information which we accu- 
mulate for these statistical studies 
is total quantity delivered segre- 
gated into kind of product and size 
of container, total hours worked, 
gross pay, average cost per case 
(all cases), average deliveries per 
hour, and mileage traveled. The re- 
lationship between any of these fac- 
tors for the period or driver under 
review is then readily obtainable 
Charting these relationships by des- 
ignating one variable on each axis, 
plotting the relationship for a sig- 
nificant period, and projecting the 
slope of the line of correlation to 
either extreme discloses the theo- 
retical situation 

The effect of large volume deliv- 
eries requires special study beyond 
our normal routine, since the num- 
ber of customers served during any 
given period is not directly acces- 
sible in our regular driver check-in 
procedure. Average cases delivered 
per customer is the factor which we 
relate to 


average deliveries per 
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Only ‘12° gets you 
a trial 14 gallon of the 


cet ,GRAPE 
IMPERIAL 


Here’s the product that’s swelling bottlers’ 
profits from coast to coast! ...The new Red 
Diamond Grape* Imperial . . . Clean, satisfy- 
ing, lip-smacking taste that says— “Give me 
another!”. .. But you don’t have to take our 





word for it — for less than a penny a case, 
we'll send you enough Grape* Imperial 
extract (a full ', gallon, in fact) to make 140 
cases of splits to test with your trade. That’s 
fair enough, isn’t it? Just send us $1.00 to 
cover cost of packing and delivery. That's 
all there is to it — and you'll have enowgh 
of this delicious, fast- 
moving product to find 
out for sure how enthu- 


siastically your cus- pu 


tomers will go for it! 
* Imitation grape flavor 





LIQUID CARBONIC i ' 
CORPORATION NOW! i This offer expired June 30, 1951 1 
3100 S. Kedzie Ave., Chicago 23, Ill s f 
1 THE LIQUID CARBONIC CORPORATION 1 
1 3100 South Kedzie Avenue, Chicago 23, Illinois 1 
Enclosed is $1.00. Rush %2-gallon trial order of 1 
i Red Diamond “Grape* Imperial” Extract. 1 
INCLUDE: Almond, ' 
Banana, Birch Beer, NAME POSITION 
Cherry, Chocolate, i j 
CreamSoda,Ginger J COMPANY 1 
Ale, Grapefruit, 1 ae ‘ 1 
Lemon, Lime, Lime- 
Lemon, Root Beer, 1 appress j 
Strawberry,Vanilla. 1 
| caty ZONE. STATE { 
eS 
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hour in analyzing this 


One of the 


aspect of 


unit cost purposes for 


studying the effect of large volume 


individual deliveries is its factual 


approach to the determination of 


quantity discounts. Here again, le 
gality is of prime importance where 
concessions are governed 


The 


quantity 


price by 


fair trade acts points of pro 


gression of discounts 
should represent clear-cut demarca 
The 


process cost approach with its cus 


tions in product delivered cost 


tomary averages does not provide 


d\ 
LE Z~N 


PICK UP YOUR PROFITS | 


\\ 


s, 
Ne 


cost al 
the 


and slope of cost changes. 


pronounced changes in 


though it will indicate range 
A job 
may be 
lend 


themselves to time study, such as 


order type cost analysis 


desirable in situations which 
our irregular tank truck special de 
liveries 

In computing many of our rela- 
selective of 


tionships, we must be 


statistics used, particularly where 
kind of product or size of container 
e involved. In order to eliminate 


or minimize the effect of extraneous 


PORLIFES 


& 


with Dr Pepper ..\\' 


Dr. Pepper bottlers are riding high 
these days, as advertising and mer- 
chandising programs with a NEW 
approach spur on NEW activity at 
all sales levels with resulting 
NEW profits all around. The “Lift for 
Life” theme, carried into all phases 
of the Dr. Pepper selling program, is 
making a real impact, backed up with 
bright, rollicking ads and point-of- 
sale merchandising never before used 
by any soft drink. Watch Dr. Pepper 
—it’s setting new trends in the soft 
drink field! 
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variables we must select data only 
from certain drivers or during spe- 
cific seasonal periods to isolate rea- 
sonably the two elements under ob- 
servation. As soon as a mathemat- 
ical relationship is established be- 
the total 
involved 


tween two components, 


time or total hourly cost 


’ 


may be broken cown into its respec 


tive parts. For instance, if the rate 
of delivery of product “A” to prod- 
let “ER” 
B), 


plus one unit of 


is two to one (2A equals 
war 


are 


and two units of product 
“BR” 


of $1.00, 


product 
delivered for a total cost 
the unit cost of product “A” is 25« 
and “B” Algebraically : 


is 50¢ 
DA 


1.00 


1A 
A 25 


1.00 


This same procedure is followed in 


analyzing each variable desired 


Conclusion 


We 


increasingly valuable storehouse of 


have been able to discover an 


information concerning our various 
employing the 
Many of the 


ultimate results merely crystallized 


costs by 


product 
techniques described 
foregone conclu 


ind pinpointe 


but our greatest satisfaction 


sions, 
ind benefit has been the disclosure 
unrealized aspects of 
The 


could be 


of heretofore 


costs principles 


listribution 
follow applied, 


to 


which we 


of course, many other similar 
distribution operations in the soft 


drink industry 


New Mason’s Bottlers 


Mason and Mason, Inc 
the 


, Chicago, 


recently announced signing of 
a number of new franchise bottlers 
The new Mason’s Old Fashion Root 
Beer bottlers are: 

Bottlers, Inc., New Orleans, 


City 


Gulf 
La.; 
ton, 
Co., 
Mountain Bottling Co., 
New Mexico; 
Hurley, Wisconsin; 


Blooming- 
Bottling 
White 
Ruidoso, 
Bottling Co., 
Nu-grape-Sun 


3ottling Co., 
Illinois; Pepsi-Cola 
Marysville, Kansas; 
Squirt 


Houston, Texas; 
Co., Eau 


3ottling Co., 
Nesbitt-Squirt 
Wisc 


crest 
Zottling 


Claire, 


Nationa! Bottlers’ Gazette 














ee r CERTIFIED 
Fm . _ FOOD COLORS" 





—4A NEW Zource 











*offers a complete line of 
Certified Food Colors manufactured 
by a leader in the color field for 25 years 


Write us for Prices and Detailed Information. 


| U.S.P. Vitamins in bulk 
A 7 + @ e 
; Vorw tn. frend... 





SUBSIDIARY OF STERLING DRUG INC, 


Roccal 
1450 BROADWAY, NEW YORK 18, N. Y. 
445 Lake Shore Drive, Chicago 11, Ill. 
FACTORY : CINCINNATI, OHIO 
Branch Offices 











irlanta, Boston, Buffalo, Chicago, Dallas, Kansas City (Mo), Los Angeles, Minneapolis, Por.land (Ore.), St. Louis 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 








Vegetable origin. Produced by 
our patented process from con- 


ods. 


Unlimited supply of basic material. 


Our proce 


U.SP. Pure crystal 


Tne True 


Never varies. Enables you to use 
Zimco Lignin Vanillin as a standard 
Dissolves quicker due to its uni- in determining your formulas. 


form crystalline structure. 


of Zimco pure Lignin Vanillin are imparted 
to your product. 





Sieuin Clemiale. 


SUBSIDIARY OF STERLING DRUG INC 


1450 BROADWAY. NEW YORK 18. N. Y. 
445 Lake Shore Drive. Chicago 11, UL. 














im Dolls” Boost 
e Sales 
John R. Sousa, owner of the Par 
T-Pak Beverage Co., with plants at 
Oakland and San Francisco, has 


been meeting with marked success 


Golden Gloves Award 
given to nation’s best 
in recent months by promoting sales amateur boxers 
ot Par-T-Pak beverages through a 
“Dream Doll” deal 

A beautifully dressed Dream doll 
is offered for $1 , together with 
three neck bands from Par-T-Pak 
beverage bottles. The dolls are sent 
by mail postage prepaid to any 
point in the United States, with 
money refunded if the purchaser is 
not entirely satisfied 

The promotion got under way late 
last year, with three different 
Dream dolls for customers to choose 
from, but the selection has since 
been widened to eight. To the end 
of January about 30,000 dolls had 


been delivered, with 90,000 neck 





labels returned to the bottling 


plants. Orders are now also being N 

taken at the plant of the Par-T-Pak esbitt bottlers the country over 
Beverage Co.. at San Jose and at are satisfied they have the best orange 
the plant at Seattle, Wash., owned drink.. Their Nesbitt’s sales are 

by Mr. Sousa responsible for their enthusiasm. 


The project was launched to try If Nesbitt’s is not. sold in your 
out television as an advertising territory we suggest you contact 
medium and use is being made of several of the neighboring Nesbitt 
time on two stations. This is being me : : 

' ; bottlers. Find out for yourself 

supplemented by displays and ad- i Ae 

: why they are sold on Nesbitt’'s. 

vertising material at points of sale Sig 2 vie 

: The names and addresses of Nesbitt 

and by circulars which accompany Aes 
1, : / Vv yw De 

each doll shipped out. These suggest bottlers in your vicinity will be 

that if the recipient is pleased with supplied on request. They will, we are 

the Dream doll, friends be advised sure, be glad to tell you that the 


how they may be obtained. Some Nesbitt label is the “Mark of 





_ . « P| 
at once send in orders for othe Distinction” in the Orange Drink field. ~ 5 3 
dolls, suggesting tha. they are % ie od & a 
planning to build up sets . ~ dh Se |Z 

Several rooms have been fitted up 
in the Oakland headquarters for the 
handling of doll orders and the NESBITT FRUIT PRODUCTS, Inc. 
daily shipment of the dolls. Sales of 2946 East 11th Street, 
Par-T-Pak beverages have been Los Angeles 23, Calif. 


stepped up since t he spec ial “Dream Franchise inquiries for Mexico, Central and 
South America address 





doll” pr is were he 
Doll promotions were launched Nesbitt’s de Mexico, Edif. La Reinera, Desp 216 


Monterrey, N. L., Mexico 
Canadian franchise inquiries 


Nesbitt’s Orange of Canada, Ltd., 52 Queen Street 
West, Ottawa, Ontario, Canada 


Lyons-Magnus Sales Up 
Lyons-Magn Inc., San Fran- 


cisco, Calif., whose lines include 





root beer extract to the bottling 


trade, reports sales of $¢ 5 } 'e 8 


1950, compared with ft i , 
— 1X name on Orange Drinks 

Ts like “Sterling” stamped on Silver 
April, 1951 is 


*This “A Mark of Distinction” Campaign will 
be seen in National magazines during 1951 














REST FROM KOREAN COMBAT 


Relaxing at a rest camp somewhere in Korea, com- 
bat soldiers of the United Nations’ forces “chew 
the rag”, read magazines, eat nuts and sip soft 
drinks—all traditional American habits. 


oe 


Where are all those precious empties? Well, some 250,000 of them—according to Navy 
estimates—are paving the ocean bottom alongside piers of the Quonset Point. R. I. Naval 
Air Station. They represent a nine years’ accumulation of bottles tossed overboard by crews 
BOTTLE ROUND-UP of vessels ranging from carriers to PT boats. Above, a Navy diver “comes upstairs” with a 
bucket-load of salvaged empties. The bottles are resold to soft drink companies with 
proceeds going to the Navy recreation fund. 
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FIT FOR A KING 


In Cairo, former King Simeon of 
Bulgaria, 14, quietly views a soc 
cer match and enjoys a bottled 
soft drink. Flanking the young ex 
king. now living in exile in Alex 
andria, are Fikri A»aza Pasha 
right. prominent member of 
Egypt's Nationalist Party. and an 
unidentified official, left. of the 
Austria Football Club. 





NESBITT'S ON TV 


Using television to develop the 
youth market, the Nesbitt Bottling 
Co. of Minneapolis reports “ex- 
ceptional results” from its Satur 
day morning “Junior Talent” vi 
deo show. Co-owners Matt Eller 
and Jim Henry state the TV pro- 
gram has proved itself from the 
standpoint of direct sales, plus 
goodwill advertising. 


_ April, 1951 


PLANT IN PAKISTAN 


In India, as in other foreign 
lands, the bottled soft drink in 
dustry continues to grow and 
prosper. One of the more modern 
plants in this country is the Pak 
istan Beverage Co., of Karachi. 
producers of “Pakola” beverages. 
Firm's boast (emphasized in truck 
advertising) is that the product 
is “untouched by human hands.’ 
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“Family” Advertising Helps 
Bottler Double Home Market 

Soft drink newspaper advertis 
ing aimed at the entire family has 
paid handsome dividends to the 
Seven-Up Bottling Co., of Houston, 
Texas. Since launching a hard-hit 
ting, “family appeal” campaign in 
the “Houston Chronicle” a_ few 
vears ago, the company has more 
than doubled its home market vol- 
ume 

When the family advertising 
drive was undertaken in late 1948, 
17.1 Houston families purchased 
soft drinks for home consumption, 
and 4.3 families stocked Seven- 

ideas cc. Up. In March, 1950 


Vv Heavy gauge steel, all-welded, ‘itaiiane a frame. (Most coolers half later—-the percentage of fami 
have neo frame.) 


a vear and a 


ae lies stocking any soft drink rose 
V Smooth virgin copper sheet tanks. (No others have them.) slightly to 51.0°;, but significantly. 
erin. the number of families purchasing 

7-Up jumped to &.8¢ an increase 

of better than 100 for this par- 

ticular product. These figures are 

disclosed in an independent study 

conducted by the Alfred Politz Re 

search Organization, of New York 


City 


BEV-FOOD Combination 6-case Typical ads used during the cam 
beverage cooler and 6'. cu. ff . . op 
food refrigerator paign stressed Seven-Up as “The 


Family Drink’, “The Friend ot 


= Family Fun”, and “Scoring With 
throughout. All the Family.” 
New Orleans Firm Hosts 


Seven-Up Bottlers 
24-cose BEV-MASTER 

The Zetz Seven-Up Bottling Com 
— -— pany of New Orleans, La., recently 
| BS played host to 28 representatives 
of Seven-Up bottling developments 
from such faraway places as Min- 
nesota, New Jersey and New Mex- 
ico. It was the second annual meet- 
ing of its type sponsored by the 
6-case BEV-COOLER. ; t Zetz Seven-Up organization and 


pte featured a survey of local sales 
a * operations 
_ RIRE MANUFACTURING CORPORATION Visitors accompanied Zetz sales 
“Quality Products for Over a Quarter Century” men on their routes the first two 
1125 EAST KIBBY STREET Lima, Ohio, U.S.A. days of the meeting, then gathered 
Please send literature and prices on: [_] Bev-Cooler [] Bev-Food [(] Bev-Master at the plant to compare notes. Sev- 
NAME 
FIRM___ 
poor wane _ ice = participated in the unique confer 


eral top officials of the parent 





Seven-Up Company, St. Louis, Mo., 








ence 
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Add popular Swanee Flavors to your beverage line and 
you'll find you have an investment that pays rich dividends. 
Swanee high quality keeps customers coming back for 
more — prompt delivery helps you keep production at 
top speed. 


... Full Line of Popular Flavors 





Chocolate Root Beer 

Grape Cream Soda 
Ginger Ale Strawberry 
Lemon Lemon Lime 





High Profit Chocolate Drink ———— 


JO-JO and SWANEE are the fastest selling bottled 
Chocolate Drinks in America! Rich in flavor . . . smooth 
in texture. A year-round best seller! 


ADD IT TO YOUR LINE! 
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SoVWar.ce 


BEVERAGES 











Write Today 
For Full Information 


. 








517 Stephens St., SW 1127 S. Beckley St. 
Atlanta, Georgia Dallas, Texas 
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DIVERSOL | 


'SINF ECTANT 


Yes, for over twenty-five years, Diversol has 
been the leading bactericide-disinfectant used 
in food plants across the nation! And today, 
Diversol is still king of them all! 

And, there are plenty of reasons for the 
overwhelming popularity and preference of 
Diversol! Food plant operators know that 


they can depend on Diversol for: 


. Quick action! 
Non-corrosive effect on metals! 
3. Stability! 
100 percent solubility! 
. Superior water softening action! 
6. Powerful penetrating ability! 
7. Ease in use! 


WAUTY * ag, 
«* sy, 'e, 


S 
e 


So, be sure to be safe! Be sure you use Diversol! CALL YOUR DIVERSEY D-MAN! 


H th hly t ienced 
Protect the high quality of the products you Senger e maemeen cree eBprerenyes 
specialist in food plant sanitation! If you 


+ 


e ry} rersol! lrite av fi . = 
produce with Diversol! Write today for com nisin diidiis, Cisat ens to cals etapa 


plete information! Why not call today? 
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THE DIVERSEY CORPORATION 


1820 Roscoe Street + Chicago 13, Illinois 
In Canada: The Diversey Corporation (Canada) Ltd., Lakeshore Road e Port Credit, Ont., Canada 





BRANCH OFFICES 


412 Park Bidg 101 Marietta St. Bidg 9 Rockefeller Plaza 216 East Tenth St. 
Cleveland 14, Ohio Atlanta 3, Georgia New York 20, New York Kansas City 6, Mo. 


1200 Second Ave 5720 Imperial Highwoy 525 Market St 4th and Pike Streets 
Minneapolis 2, Minn South Gate, Calif San Francisco 5, Calif. Seattle 1, Washington 


1314 Wood Street, Dallas |, Texas 
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. . . but you CAN 
put extra profits in 
your pocket by 
using Liberty’s 
FLAME-POLISH 
Glass Bottles! You 
get better bottle ap- 
pearance; increased 
toughness and trip- 
page. And Liberty’s Pe NAN tt 
Lustro-Color designs FLAME - POLISH 
“speak for them- / 
selves’ . . . the 
increase soles . AND LUSTRO-COLOR 
minimize bottle loss 
cut down 
replacement costs. 








ONLY THE GLASS 
CONTAINER PERMITS 
PRODUCT INSPECTION 
AFTER SEALING 


GLASS CONTA, 
nalhe Rs 
gy 


SINCE 1918 


SAPULPA, OKLAHOMA 
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\' TATION GRAPE FLAVOE 








There’s a certain bright sparkle and delicious richness to the 
NuGrape Soda flavor that everybody enjoys. Thirsty youngsters 
particularly go for its wholesome goodness. 


It’s a flavor with universal taste appeal... the kind of flavor that 
builds steady volume — good profits for NuGrape bottlers. 


In addition, the NuGrape Prize Incentive Sales Program is making even 
the best salesmen sell more for bottlers. It’s a sure-fire volume builder that’s 
stacking up new sales records all over the country. 


NuGrape ‘ | 
is going places in ’51. “2 ational WY Grape 
Want to go along? Company 


\w CAMADA 


e VU LLILLE Georgia WYRDLA CORR. LVD. AOROWTG 

















| Accounting for Bottlers, objectively, is 


to establish a means by which several major advan- 
tages may be gained with considerable reduction of 
effort, time and cost through the use of standardized 
simple methods of recording daily and hourly the re- 
sults of the various operations and transactions. Such 
transactions are to be recorded by the individuals in 
the plant, on the routes and in the office on standard 
forms which are designed specifically for use as 
JOURNALS OF ORIGINAL ENTRY. 

In terms that require no further calculation, if your 
total bookkeeping hours are confined to ledger keeping, 
direct, indirect, selling and other cost determination 
and analysis, you have definitely gained an advantage 
because it is then possible for you to know each day 
what your yesterday’s operation amounted to in terms 
of net profit or loss. This type of advantage is made 
possible with the application of the principles of ac- 
counting procedure that has been illustrated and dis- 
cussed in this magazine beginning with the January, 
1951 publication. 

In the January issue will be found illustrations and 
procedure for keeping simplified records of loading, 
unloading, settlements, Accounts Receivable, sum- 
marizing sales and controlling bank deposits and re- 
ceivables. We continued in the February issue with a 
discussion, with detailed illustrations, of cash controls, 
inventories of empties, full goods and material, ac- 
counts payable summarizing and treatment, petty cash 
handling and reimbursement of cash expenditures by 
route men, etc., as well as streamlined simplified meth- 
ods of handling telephone and office orders and mes- 
sages. In March we set up a chart of accounts for Kro- 
mer Bottling Works and indicated the trial balance as 







found. It will be recalled that certain adjustments 





were made to the (as found) trial balance in order 
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Simplified 
Accounting 
For Bottlers 





that the provisions of simplified short methods could 
be used. 

Among other things, the inventory was reclassified 
in order that all items representing material could be 
stated separately. Purchases for the eleven months 
ending May 31, 1950 were also reclassified to conform 
with inventory classifications, and container deposits, 
representing an estimated liability for deposits re- 
ceived, were transferred to sales and the total of con- 
tainer refunds for the eleven month period was set up 
in order that such refunds would, in the future, be 
treated in the same manner as SALES REFUNDS 
AND ALLOWANCES, or as a direct reduction of 
sales to determine net sales. After these adjustments 
we illustrated the trial balance as at beginning of 
business June 1, 1950 and summarized all the items to 
be “ledgerized” (and here we coin a new term in ac- 
counting terminology) from the various daily simpli- 
fied journals that have been prepared at various points 
throughout the plant. 

In the March installment of this work it was sug- 
gested that the reader prepare “T” accounts of the 
trial balance as found May 31, 1950; post the reclassi- 
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gives us the best-looking bottles 

we've ever had.” That’s the re- 

port from one bottler who’s 
proved for himself the important advantages of 
Oakite Bottle-Soak. 


Oakite Bottle-Soak is no ordinary bottle-washing 
material. It’s patented. It not only turns out spar- 
kling, film-free bottles. Its germicidal properties 
prevent and destroy contaminating organisms in 
your solution tank. Bottle-Soak does first rate job 
washing carbonated soft-drink, chocolate drink, 
fruit juice, beer, mineral water bottles. Cuts reject 
rate to as little as 14 of 1 percent. 


Saves money, too! 


Small initial charge, low upkeep, long solution life 
of Oakite Bottle-Soak result in actual savings like 
these: 40% off former cleaning costs; one-and-a-half 


7 : 
Sonny 


BEVERAGE QuaLiTy 


million bottles washed at rate of 
4 cents a thousand; washing costs 
cut $456.21 per year. 


FREE Booklet 4176 tells all about 
Oakite Bottle-Soak—all about money- 
saving Oakite methods of lubricating 
conveyors, descaling washers, con- 
trolling mold, steam-cleaning, etc. 
Write for your copy today. Oakite 
Products, Inc., 20C Thames St., New 
York 6,N. Y. 


zt0 INDUSTRiag Cue 
cial any, 
ort Ne 


OAKITE 


m ct 
“Vertes . wi 


metnoos * ** 
Technical Service Representatives in Principal Cities of U. S. & Canada 
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fication entries and LEDGERIZE the June, 1950 
transactions which ‘were summarized from illustra- 
tions of the DAILY SALES SUMMARY, DAILY 
CASH RECORD, ACCOUNTS PAYABLE SUM- 
MARY, INVENTORY OF FULL GOODS, EMPTIES 
AND CASES, and MATERIAL INVENTORY. There- 
fore, we will here proceed with illustration of the un- 
adjusted trial balance as at June 30, 1950: 


KROMER BOTTLING WORKS 
Johnstown, Pennsylvania 
Trial Balance as Found June 30, 1950 


ACCOUNT NAME DEBIT CREDIT 
Bank $ 4,688.58 
Petty Cash 40.00 
Accounts Receivable 
—tTrade 2.283.23 
Reserve for Bad Debts 
Accounts and Loans 
Receivable — Mis- 
cellaneous 150.00 
Plant Machinery and 
Equipment 3,2562.00 
Reserve for Deprecia- 
tion 11,881.00 
Motor Vehicles 5,180.00 
Reserve for Deprecia- 
tion 1,580.00 
Office Furniture and 
Fixtures 475.00 
Reserve for Deprecia- 
tion 121.00 
Building 26,550.00 
Reserve for Deprecia- 
tion 4,220.00 
Land 2,000.00 
Prepaid Interest on 
Note to Bank 160.00 
Unexpired Insurance 970.00 
Accounts Payable — 
Trade 2,942.87 
Withholding Taxes 
Payable 395.00 
Federal OAB Taxes 
Payable 98.65 
Contribution to State 
Unemployment Re- 
serve Payable 
(Employer - Em- 
ployee) 66.50 
Contribution to Fed- 
eral Unemployment 
Reserve Payable 18.90 
Notes Payable (12 
Months or Less) 500.00 
Notes Payable (More 
than 12 Months) 1,000.00 
Contracts Payable 4,450.00 
Capital Stock 25,000.00 
N-3 Surplus 17,100.33 
I-Control Sales 119,920.86 
1-12 Container Refunds 14,185.71 
C-Control Cast of Contents and 
Containers 41,716.75 
Inventories 4,184.33 
P-Control Piant Expenses 14,997.96 
S-Control Selling Expenses 23,891.50 
GA-Control General Administra- 
tive Expenses 15,310.25 
E-3 Loss on Sale of Tru-k 115.00 





$189,460.31 $189,460.31 


As previously pointed out each of the Control ac- 
counts represents a single page in the general ledger. 
This is specifically arranged for the purpose of making 
a condensed summary of profit and loss only a matter 
of minutes after posting from the SIMPLIFIED 
DAILY JOURNALS, allocating depreciation and pro- 
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rating such deferred charges as are applicable to the 
period covering which the condensed statement is de- 
sired. Hence, the sum total of Accounts I-12 through 
E-3 deducted from I-Control would equal the net profit 
or loss figure. 

A general journal, in which is recorded for posting 
such items as are of a non-recurring nature, such as 
accruals, depreciation, etc., is generally used, mostly 
recommended, sometimes desirable, but by no means 
is such a journal absolutely essential. Here, we are dis- 
cussing and illustrating simplified methods and short 
cuts which will save many hours of precious and costly 
time and yet obtain the same (and in most instances) 
better results. Since we have successfully disposed of 
intermediate journalizing and substituted “ledgeriz- 
the INDIVIDUAL DAILY RECORDS, 
let us also ledgerize our adjustments for depreciation, 
deferred charges, etc. 


ing” from 
Such explanations as are usu- 
ally written under the entry in the general journal 
may just as well be written in the item column of the 
asset or reserve account. If the adjusting entry is of 
such that the corresponding credit or debit is not of a 
perfectly obvious classification, reference to the re- 
lated posting may be given in each of the accounts so 
affected. Further, assume that the debit entry is to the 
account of Depreciation of Motor Vehicles—it natu- 
rally follows that the corresponding credit must be 
entered in the account of Reserve for Depreciation of 
Motor Vehicles. Therefore, we maintain that it is a 
waste of time and effort to write out an explanation 
of that which it has long been concluded to-be obvious. 

With these points in mind let us proceed to LED- 
GERIZE, for purposes of example, several adjusting 


entries. 


DEPRECIATION — MACHINERY 


Date Item Folio Debit Credit Balance 
7/1/49 Fwd T/L oOo 
6/30/50 Dep‘n Yr. End’g 6/30/50 1,581.12 1,581.12 
RESERVE FOR DEPRECIATION — MACHINERY 
Date Item Folio Debit Credit Balance 
7/1/49 Fwd T/L 11,881.00 11,881.00 


6/30/50 To 6/30/50 1,581.12 13,462.12 


Note that the only folio reference is to indicate bal- 
ances carried forward from the transfer ledger (T/L) 
for the year ending June 30, 1949. The following ad- 
justments are made in like manner to the accounts in- 
dicated. 


DEBITS: Depreciation on Motor Vehicles $581.60 
Depreciation—Building _ 663.75 
Depreciation of Office Furniture and 

Fixtures 47.50 
Interest Expense 65.00 
Insurance on Trucks 216.55 
Insurance on Building 165.90 

CREDITS: Reserve for Depreciation of Motor Veh- 

icles $581.60 
Reserve for Depreciation of Building 663.75 
Reserve for Depreciation of Office Furni- 

ture and Fixtures 47.50 
Prepaid Interest on Note to Bank 65.00 
Unexpired Insurance 382.45 
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FROSTIE 
FORGES 


FORWARD! 








Anke 
a? 


FROSTIE | 
OLD FASHION 


THE 


BALTIMORE 28, MD. 


APRIL FLASH! 


stantly cashing in on the tremendous de- 
mand for Frostie Old Fashion Root Beer. 
To the two newest members of the Frostie 
Family, we extend a real “Old Fashion” 
welcome. 


hy) 
ya 


*% Frostie Bottling Co. 
(Also Dr. Pepper Bottling Co.) 
Parkersburg, West Virginia 


% Staunton Bottling Co. 


Staunton, Illinois 


Warmer weather's just ahead —and this 
means Frostie sales are jumping ahead, too. 
This is the ideal time for you to get your 
share of this business... . Of course, 
Frostie's sound cooperative plan means 
STEADY BUSINESS all year long. Don't take 
our word for this. Fill out the coupon below 
and our field representative will gladly sup- 
ply you with facts and figures that show how 
Frostie's success story can be your success 
story, tool 


ROOT BEER  m 


FROSTIE CO., 


Month after month, the Frostie Family 
grows larger and larger. Bottlers are con- 









We'll be glad to have your field representative drop in to answer 


some 


of our questions. 


NAME 
FIRM 


ADD 
CITY 


RESS 
STATE 














offers you a COMPLETE LINE 
of non-clogging CENTRIFUGAL PUMPS 
for Dairy and Food Processing 
Chemical-Bottling and 
General Industrial U 


Tri-Clover STANDARD SERIES SANITARY TYPE. This model has 
been designed for the non-agitating, efficient pumping of milk, 
food products such as diced carrots, cream style corn, tomatoes, 
applesauce, relish and beverages. It is also practical in brew- 
eries and for the pumping of drugs and chemicals in solution. 


Tri-Clover “PUMP KING” SERIES SANITARY TYPE. Designed for 
very efficient operation at 1800 and 3600 RPM, and especially 
where high speeds are required, through heaters, coolers, filters, 
clorifiers, etc. The 3600 RPM model is especially applicable in 
the dairy industry where high head and low capacity are essen- 
tial, and for handling low and medium viscosity liquids in the 
food processing industry. 


Tri-Clover HEAVY DUTY INDUSTRIAL TYPE. Here is the model 
that is in demand to pump Latex, water, brine, light oils, chem- 
icals, paints, brewery products, and liquids in the food process- 
ing field where lines are heavy I.P.S. type. This model offers 
quick disassembly features for ease in cleaning. 


WRITE FOR NEW 
PUMP CATALOG 
250. . . contain- 
ing valuable data 
for selecting the 
right pump for 
every application. 


MACHINE CO. 


THE Compiete 





Credit to Unexpired Insurance is equal to the sum 
total of Insurance on Trucks and Insurance on Build- 
ing. 

After ledgerizing the above adjustments and testing 
the equilibrium of the ledger debits and credits, we 
are now ready to proceed with statements. Firstly, we 
will illustrate the short method of determining profit 
or loss with a condensed statement. 


KROMER BOTTLING WORKS 
Johnstown, Pennsylvania 
CONDENSED PROFIT AND LOSS STATEMENT 
YEAR ENDING JUNE 30, 1950 
GROSS PROFIT ON SALES: 
Gross Sales $119,920.86 
Less Container Refunds 14,185.71 


Net Sales 

Cost of Sales: 
Contents and Contuiners 41,716.75 
Plant Expenses 17,408.73 


$105,735.15 


Total $9,125.48 


PLANT PROFIT 
Selling Costs 


46.609.67 
24,689.65 


GROSS PROFIT ON SALES 21,920.02 
General Administrative Expenses 15,422.75 


NET OPERATING PROFIT 6,497.27 
Loss on Sale of Truck 115.00 


NET PROFIT 


$6,382.27 


It can be seen that by application of cost and ex- 
pense control accounts as previously suggested and 
ledgerizing the SIMPLIFIED DAILY JOURNALS, a 
condensed analysis of the operations may be de- 
termined in only a matter of minutes. By applying 
these principles of procedure, a sufficient amount of 
bookkeeping time is gained to permit this type of 
analysis on a daily basis, even for a relatively large 
operation. Further, by ledgerizing the total cases sold 
from the DAILY SALES SUMMARY to the CON- 
TENTS COST ACCOUNTS it becomes a simple mat- 
ter of division to convert the figures and state them 
also in terms of per case sold. 

In the March installment of this work it was sug- 
gested that each account in the “C” section of the led- 
ger should be headed up with columns to provide, in 
addition to DATE, ITEM and FOLIO, six columns 
providing for opening inventory, purchases, total, 
closing inventory and cost, etc. We will again illustrate 
this type of “inventory purchase” account indicating 
figures in the adjusted trial balance as at June 30, 
1950: 


SYRUP AND CONCENTRATE—BEVERAGE “A” 
ITEM FOLIO INVENTORY 

2005 DJ $165.20 

T/L $144.75 


PURCHASES TOTAL DATE INVENTORY COST 
$5,146.16 $5,311.36 6/30/50 $144.75 $5,166.61 


It should be remembered that such “inventory, 
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More packaged beverage 
at less cost 


from the same bottling line 


More — Because it’s gentle — The Ermold 
Automatic Unpacker handles bottles gently, thus 
minimizes hidden damage to glass . . . cuts rejects 
or broken bottles at the end of the line . . . reduces 
stoppages. As a result, the highly efficient Un- 
packer makes possible more finished packages. 


Less cost because it is easy to operate and 
maintain. Ermold Automatic Unpacker starts and 
stops automatically to keep the washer loader filled 


... resulting in more continuous production. 


Safe — Fully automatic safety devices not only 
protect employees, but also prevent damage to 
bottles, cases and the machine itself. 


Fast and flexible — The Ermold Unpacker 
automatically loads washers up to 12 cases per 





‘ minute. Accepts all split to quart standard bever- 


age and beer bottles in full or half depth wooden Find Out how you can boost production from 


and two or four flap fibre or corrugated cases .. . your present bottling lines and reduce bottle 
d two : : P & “ breakage with the Ermold Automatic Un- 
with or without inner cartons. The efficient Un- packer. Ask your Ermold representative for 


a detailed analysis of your operation. Write 


packer can be installed in any position at the wash- or call today, 


er... or away from it, if space is limited. 


EDWARD ERMOLD COMPANY 


652 HUDSON STREET, NEW YORK 14, N. Y. 
OFFICES: BOSTON © CHICAGO * CLEVELAND * LOS ANGELES * MONTREAL © ST. LOUIS * SAN FRANCISCO * TORONTO * MEXICO * CUBA * ENGLAND 
FOUNDED 1880 » Famed for Labeling Leadership for 70 Years * \NCORPORATED 1911 
€£i39 
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wherever you are.... 


coffon sugar bags 


are your lowest-nef cost 


container... 


LET’S BE SELFISH: Fine quality Cotton Bags are 
your lowest net-cost container. They are easier to 
handle, stack, and store. They provide better 
protection. The gleaming white or colorful patterns 
assure much better appearance. 


. ++» AND UNSELFISH: They have high salvage 


value. Housewives the country over want them 
because they make their precious budget dollars 


—... 

<a? ~~ 
- | Sw 
&.. 


go much farther. Furthermore, there is a reliable 
Cotton Bag Buyer near you who will make firm 
offers in advance ...60 days or more. 


We will quickly provide his name or address. Or, 
if you prefer, we will have 

him get in touch with 

you. Write us... 

Write us TODAY. 


TEXTILE BAG MANUFACTURERS ASSOCIATION 


611 Davis Street . 


Evanston, Illinois 


National Bottlers’ Gazette 








purchase, cost’ accounts may not necessarily be so 
confined. Such an account may be extended by addi- 
tional columns to include all direct costs of the par- 


ticular beverage such as crowns, cartons, sugar, con- 
tainers, etc. This is not strictly advocated as an inci- 
dent to good costing, however, since adequate controls 
and protections are maintained through the use of the 
daily simplified forms that we have often referred to 
as SIMPLIFIED JOURNALS and which were thor- 
oughly illustrated in the first and second installments 
of this series. 

However, where desirable, by using COST AP- 
PLIED accounts, in connection with COST accounts, 
and using the material used (picked up from the 
USED column of the MATERIAL INVENTORY 
Fig. 108, February installment), debiting the cost 
account and crediting cost applied account. By this 
method you will then have reflected in the cost account 
the actual cost of the material withdrawn from the 
storeroom for the bottling of the particular beverage 
involved. Hence, the COST APPLIED account would 
be equal to the total purchases, plus or minus the 
difference in the beginning and ending inventories. 
We will illustrate this method and then pass on to the 
next problem—that of statements of Contents, Con- 
tainers, Plant, Selling and Operating costs and results. 


COST OF SYRUP AND CONCENTRATES—BEV. “A” 


DATE ITEM FOLIO DEBIT CREDIT BALANCE 
6/30/50 Material MI $5,166.61 $5,166.61 Dr. 


MATERIAL COSTS APPLIED 
DATE ITEM FOLIO DEBIT CREDIT BALANCE 
6/30/50 To Cost MI $5.166.61 $5,166.61 Cr. 
As previously. stated the above transaction may be 
made from the used column of the Material Inventory 
and is equal to: 


Inventory at beginning $ 165.20 
Purchases 5,146.16 
Total $5.311.36 
Less Ending Inventory 144.75 
COST $5,166.61 


This same system of cost application may be used 
with respect to most, if not all, items of contents cost, 
except that the source would differ. For instance, di- 
rect labor could be determined from the DAILY PRO- 
DUCTION CHART (fig. 107, February installment). 
Through the use of INVENTORY—FULL GOODS 
AND EMPTIES, PRODUCTION CHART AND MaA- 
TERIAL INVENTORY (Figures 106, 107 and 108, 
February installment) it is simply arid only a matter 
of computing extensions and posting to be able to AP- 
PLY costs rather than ALLOCATE them. 


We will now begin the series of statements which 
are compiled from the trial balance after the adjust- 
ing entries for Interest, Insurance and Depreciation. 
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KROMER BOTTLING WORKS 
Johnstown, Pennsylvania 


STATEMENT OF COST OF CONTENTS AND CONTAINEPS 
SOLD—YEAR ENDING JUNE 30, 1950 


Syrup and Concentrate—Beverage “A” 





Inventory at beginning $ 165.20 
Purchases 5,146.16 
Total $5,311.36 
Less Inventory ending 144.75 §$ 5,166.61 
Syrup and Concentrate—Beverage “B” 
Inventory at beginning $ 135.00 
Purchases 3,265.90 
Total $3,400.90 
Less Inventory ending 144.00 3,256.90 
Syrup and Concentrate—Beverage “C” 
Inventory at beginning $ 140.00 
Purchases 1,255.00 
Total $1,395.00 
Less Inventory ending 140.00 1,255.00 
Syrup and Concentrate—Beverage “D” 
Inventory at beginning $ 160.00 
Purchases 965.50 
Total $1,125.50 
Less Inventory ending 128.50 997.00 
Sugar 
Inventory at beginning $1,195.28 
Purchases 12,124.07 
Total $13,319.35 
Less Inventory ending 1,618.00 11,701.35 
Carbonic Gas 
Inventory at beginning $ 40.00 
Purchases 1,625.10 
Total $1,665.10 
Less Inventory ending 24.00 1,641.10 
Cerelose 
Inventory at beginning $ 200.00 
Purchases 4,251.20 
Total $4,451.20 
Less Inventory ending —o— 4,451.20 
Fountain Syrup 
Inventory at beginning $ 201.00 
Purchases 2,001.00 
Total $2.202.00 
Less Inventory ending 495.00 1,707.00 
Alkali and Crowns 
Inventory at beginning $ 772.00 
Purchases 6,504.77 
Total $7,276.77 
Less Inventory ending 560.85 6.715.92 
COST OF CONTENTS BOTTLED $36,892.08 
Containers: 
Inventory at beginning $ 675.25 
Purchases 4,296.25 
Total $4,971.50 
Less Inventory ending 336.63 4,634.87 
Full Goods 
Inventory at beginning $ 782.40 
Less Inventory ending 592.60 
Net Decrease in Full Goods Inventory 189.80 
COST OF CONTENTS AND CON- 
TAINERS SOLD $41.716.75 
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bottle sorting 

.. wet ONE BOTTLE 
for ALL FLAVORS 


ORANGE 
LEMON 

LIME 

ROOT BEER 
CHERRY 
STRAWBERRY 
GRAPE 
CREAM 
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The SUN SPOT bottle is used for ANY 
or ALL SUN SPOT flavors. No neces- 
sity of a separate bottle for each 
flavor. With the single exception 

of ORANGE, any other flavor is 


optional. 


THE SUN SPOT PLAN IS FLEXIBLE! 
Write for complete details to 


SUN SPOT COMPANY OF AMERICA 


1520 RIDGELY STREET 
BALTIMORE 30, MD. 


If you use the type of “INVENTORY-PURCHASE- 
COST” accounts as previously illustrated, the prepa- 
ration of the above type of statement becomes a sim- 
ple matter of copying from the ledger accounts and the 
total is proven by comparison with the control account. 

To the cost of contents and containers sold amount 
we next add the cost of PLANT OPERATIONS (Man- 
ufacturing) and arrive at total cost of goods sold. 


KROMER BOTTLING WORKS 
Johnstown, Pennsylvania 


STATEMENT OF COST OF GOODS SOLD 

YEAR ENDING JUNE 30, 1950 

Cost of Contents and Containers 
Sold (Fwd) $41.716.75 

Plant Wages $11,207.14 
Plant Supplies 267.12 
Freight in 98.65 
Plant Repairs 378.00 
Heat. Light and Power 865.20 
Laundry and Cleaning 180.40 
Water 270.00 
Rent—Warehousing $50.00 
Miscellaneous 225.25 
Insurance 165.90 
Taxes on Building and Machinery 675.00 
Payroll Taxes 281.20 
Depreciation—Building 663.75 
Depreciation—Machinery 1,581.12 


TOTAL PLANT COSTS 17,408.73 


TOTAL COST OF GOODS 
SOLD $59,125.48 


Gross Profit on Sales, Operating Profit and Net 
Profit may be determined by combining selling and 
operating on the one statement as follows: 


PROFIT AND LOSS STATEMENT 
YEAR ENDING JUNE 30, 1950 
GROSS PROFIT ON SALES: 
Sales $119,920.86 
Less Containers Refund Amounts 14,185.71 
Net Sales $105,735.15 
Less Cost of Goods Sold $9,125.48 


Plant Profit $46.609.67 
Cost of Sales: 
Salesmen’s Salaries $ 3,300.00 
Service Salesmen’s Salaries 9,900.00 
Jobbers’ Commissions 4,100.00 
Trucks and Auto Expense 1,640.25 
Advertising 3,429.70 
Insurance on Trucks 216.55 
Depreciation of Motor Vehicles $81.60 
Garage Rent 275.00 
Payroll Taxes 360.00 
Miscellaneous Selling Expenses 886.55 24,689.65 


GROSS PROFIT ON SALES $21,920.02 
General Administrative Expenses: 

Officers’ Salaries 

Office Salaries 

Stationery and Postage 

Telephone and Telegraph 

Legal and Audit 

Dues and Subscriptions 

Traveling Expense 

Bank Service Charges 

Interest Expense 

Donations 

Depreciation of Furniture and 
Fixtures 

Payroll Taxes 

Miscellaneous Expense $15,422.75 
NET OPERATING PROFIT $6,497.27 








Loss on Sale of Truck 115.00 
NET PROFIT $6,382.27 
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It should be remembered that through the use of the 
SIMPLIFIED DAILY JOURNALS and LEDGERIZ- 
ING, together with the use of COST and EXPENSE 
CONTROL ACCOUNTS as previously illustrated, the 
preparation of statements similar to the above is only 
a matter of COPYING from the ledger on to the 
statement forms. 


In order to round out the illustration of the use of 
the illustrated chart of accounts, we will here give the 
suggested technical arrangement of the Balance 
Sheet. While we will not here attempt to support such 
items as Accounts Receivable, Inventory, Unexpired 
Insurance, etc., with detailed schedules, as is usually 
the case, we set out the figures in such manner as will 
more nearly reflect the true picture from the stand- 
point of CURRENT ASSETS to CURRENT LIABIL- 
ITIES; CAPITAL ASSETS to CAPITAL LIABILI- 
TIES, ete. 


It should be remembered that, as has been often 
stated, a Balance Sheet is representative only of a 
“series of guesses, systematically guessed,” and, to be 
sure, accountants and management have become to re- 
ly more and more on balance sheet information as the 
basis for long range planning as well as current poli- 
cies. It follows, therefore, that the more hours we can 
allot to General Ledger work through the processes 
LEDGERIZING from JOURNALS made sufficiently 
simple for anyone to prepare, the better the results 
and more accurate the detail in the presentation of 
statements relative to the financial condition at a 
given time. 


STATEMENT OF FINANCIAL CONDITION 
AS AT JUNE 30, 1950 


ASSETS 
CURRENT ASSETS: 
Bank $ 4,688.58 
Petty Cash 40.00 
Accounts Receivable $ 2,283.23 
Reserve for Bad Debts 165.20 2,118.03 
Inventories 4,184.33 
Miscellaneous Loans 
Receivable 150.00 
TOTAL CURRENT $11,180.94 
CAPITAL ASSETS: 
Plant Machinery $32,562.00 
Reserve for Depreciation 13,462.12 $19,099.88 
Motor Vehicles 5,180.00 
Reserve for Depreciation 2,161.60 3,018.40 
Furniture and Fixtures 475.00 
Reserve for Depreciation 168.50 306.50 
Building 26,550.00 
Reserve for Depreciation 4,883.75 21,666.25 
Land 2,000.00 
TOTAL CAPITAL 46.091.03 
DEFERRED CHARGES: 
Prepaid Interest $ 95.00 
Unexpired Insurance 587.55 
TOTAL DEFERRED 682.55 


TOTAL ASSETS $57,954.52 
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LIABILITIES & NET WORTH 
CURRENT LIABILITIES: 


Accounts Payable—Trade $2,942.87 
Withholding Taxes Payable 395.00 
Federal OAB Taxes Payable 98.65 
Contribution to State Unemploy- 
ment Reserve 66.50 
Contribution to Federal Unemploy- 
ment Reserve 18.90 
Note Payable — Less than 12 
Months 500.00 
TOTAL CURRENT $4,021.92 
CAPITAL LIABILITIES (Secured): 
Notes Payable—More than 12 
Months $1,000.00 
Contracts Payable 4,450.00 
TOTAL CAPITAL 5,450.00 
TOTAL LIABILITIES $9,471.92 
NET WORTH: 
Capital Stock $25,000.00 
Surplus—July 1, 1949 $17,100.33 
Add Net Profit to 6/30/50 6,382.27 
Surplus June 30, 1950 23,482.60 
NET WORTH 
June 30, 1950 $48,482.60 
TOTAL LIABILITIES AND 
NET WORTH $57,954.52 


As previously stated in this work, we now refer to 
the accounts payable summary and reverse the entries 
made to accrue the expense and set up the accounts 
payable at the end of the accounting period. This will 
result in credit balances at the beginning of the next 
period in the expense accounts affected. Such credit 
balance will be offset, however, when the items are 
paid and the expense accounts are debited from the 
DAILY CASH SUMMARY. 

The strict application of the term “CLOSING THE 
BOOKS,” as usually implied, we do not advocate. It 
is suggested that a transfer ledger is used at this point 
and, by referring to the chart of accounts, new ledger 
sheets are headed up. Asset and Liability accounts 
are posted from the transfer ledger under date of 
July 1, 1950 and Net Worth accounts are posted from 
the balance sheet, being sure to show all changes in 
Net Worth, either Capital Stock or Surplus in the 
new ledger accounts. After ascertaining the equili- 
brium of the new ledger, you are again ready to begin 
LEDGERIZING. 

The writer extends the highest praise and appre- 
ciation to the NATIONAL BOTTLERS GAZETTE, 
its staff and members, for their collective and individ- 
ual work and cooperation in the presentation of this 
series “Simplified Accounting for Bottlers.” 

As this, the final installment of this series goes to 
press, the entire-work is being revised for a more com- 
plete edition in a single booklet form and will be 
mailed, without obligation or cost to those who re- 
quest them. You may address your request either to 
the NATIONAL BOTTLERS’ GAZETTE, or the au- 
thor, Robert T. Curtis, 53 West Jackson Blvd., Chi- 
cago 4, Illinois. 
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TYPICAL INSTALLATION OF A “JBAS” WATER CONDITIONING PLANT 


INFILCO Water Conditioning Equipment 
is an Investment in Profitable Operation 


Typical letters tell why over 500 of the world’s leading bottlers and syrup 
makers are satisfied users of Infilco water conditioning equipment 


Mr. Bernard Guthrie of the Seven-Up Bottling Company of Cleveland 
writes, “The thoughtful design of this equipment and its automatic 
action are reflected in ease of operation, freedom from major mainte- 
nance and simplicity of our daily testing.’ 


Mr. W. E. Collins of Canada Dry Bottling Company of New Haven, 
Inc. says, “.. if all our machinery here would run as trouble-free and as 
efficiently such as your Infilco Water Treatin Aaa why I would find 
myself working just a couple of hours each 


Another bottler, Mr. R. F. Head of the a Kentucky, Nehi 
Bottling Company writes, “We would like to take this opportunity to 
express our unqualified pleasure with the success we have had in ope- 
ration of this system, particularly during the past week. The Lexington 
water supply suddenly became almost impossible for use in making 
drinks. We have had not a minute’s trouble.” 


Mr. R_ V. Hoffman of the Coca-Cola Bottling Company of Cape Girar- 
deau, Mo., Inc., writes, “We would like to express our complete satis- 
faction with the Infilco JBAS Water Treating Plant installed during June 
1948. At that time the city water supply was in such poor condition we 
were forced to cease bottling operations. We received bids from sev- 
eral equipment companies and after careful consideration of cost, ease of 
operation, and final results obtained, Infilco equipment was purchased. 


You, too, can easily have absolute control over the quality of the water 
you use. Call in the nearest Infilco Field Engineer or write our executive 
offices in Tucson, Arizona. There’s no obligation. You'll get valuable 
information on an Investment in Profitable Operation. 


SERVING THE BOTTLING INDUSTRY WITH WATER CONDITIONING EQUIPMENT THAT'S 
wally Cnginecred fot 
Yuality Cyfcunance 





INFILCO INCE. 


TUCSON, ARIZONA 
WITH OFFICES 





IN PRINCIPAL CITIES 


















CANADA DRY BOTTLING COMPANY 
or HAVEN, Inc 
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® BETTER WATER CONDITIONING 
AND WASTE TREATMENT SINCE 
1894 





WORLD'S LEADING MANUFACTURERS OF WATER CONDITIONING AND- WASTE TREATING EQUIPMENT 








LETTER OF THE MONTH —“*Quality and Service Pay Off” 
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* Note—Hurty-Peck bulletins are free and gladly sent on request. 


HURTY-PECK 2 COMPANY 
Makers of Quality " Superb” Flavors 


INDIANAPOLIS 7, IND. SANTA ANA, CALIF. 
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Advertise Your Merchandise— 


yf coverage advertising is 


the modern way—the American 
way—to create and maintain de- 
mand. It has been a vital force in 
building the beverage industry into 
the billion dollar 


profitable distribution of beverages 


because 


class 
depends upon advertising to a 
greater extent than in most other 
businesses. 

Advertising has a _ bigger job 
than ever to perform these days in 
which the majority of retailing, 
particularly in foods and_ bev- 
erages, is conducted on the self- 
service plan. Self-service retailing 
means that the activities of clerks 
are largely confined to operating 
cash registers and wrapping pack- 
ages, while the consumers select 
their own merchandise and are 
guided in their selections by brand 
recognition. In the absence of per- 
sonal selling, advertising is called 
upon to stimulate turnover. 

It is a well-known fact that ad- 
vertising cannot be expected, how- 
ever, to do the entire job of mar- 
keting. It must be correlated with 
good customer service, merchandis- 
ing, and aggressive personal sell- 
ing. Naturally, none of these tools 
used in the building of business 
can be effective if the products are 
not made right or priced right. 

Advertising always pays the best 
dividends in sales when it is mer- 
through the 
to dealers, and consumers. 


chandised sales 
force, 
The first step, therefore, in making 
advertising pay is to make sure 
that your route salesmen under- 
stand what you are doing and why 
you are doing it. All types of ad- 
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and Merchandise 


Your Advertising 


Here is a fine example of merchandising your advertising—the billboard 
is used as a backdrop for the board showing. in lights, the progress of 


a broadcast baseball game. 





Full benefits from all forms of advertising comes only 
when supported by merchandising “follow-through.” 


vertising have certain advantages. 
This pertains to television, radio, 


newspapers, billboards, car cards, 


etc. Any one or all of these media 


can be depended upon to create de- 
mand if supported by the right 
kind of 
through. 


merchandising follow 


Sell The Campaign To Your 
Route Men 


rather 
skeptical view of advertising. This 


Some salesmen take a 


is because they do not fully under- 
stand how advertising works and 
what it can do for them. No sales- 


man who has ever tried to sell un- 
against the 
competition of established brands 


advertised products 
will ever discount the advantages 
of advertising support. 

The first step in planning the 
merchandising of your advertising 
is to call a sales meeting and dis- 
cuss the campaign in every detail. 
Get facts and figures from your lo- 
cal television or radio station, 
newspaper, or billboard company 
whichever media you have selected 

to show circulation and _ geo- 
graphical coverage. In most cases 
the people with whom you have 
placed your advertising will be 


103 





eco and solved 
the breakage 
problem! 


The new Towmotor Hydraulic Bottle Case Clamp, product of Towmotor 
Special Engineering, adds extra speed and safety in handling palletized 
case loads of bottled goods. 

The clamping arm, actuated by a 2-way hydraulic cylinder, firmly 
clamps cases into a compact load. You can reduce breakage losses . . . 
you can save man-hour costs. In one operation alone, loading trucks, 
Towmotor reduced handling time from 3 hours to 5 MINUTES, loading 
50 cases at a time! 

And in warehousing, cases of bottled goods and raw materials are stacked 
right up to the ceiling . . . with absolute SAFETY the Towmotor way. 

For complete details of cost-cutting Towmotor efficiency in a large 
bottling plant, write for Certified Job Study No. 73. Towmotor Corpora- 
tion, Div. 63, 1226 E. 152nd Street, Cleveland 10, Ohio. 


| EST TER, 
{ 4TH NATIONAL 


TOWMOTOR. oe: 

’ EXPOSITION 
THE ONE-MAN-GANG }  "deenrres 

cuic ° 


FORK LIFT TRUCKS and TRACTORS 


RECEIVING + PROCESSING + STORAGE + DISTRIBUTION 
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Little Squirt, trade mark of the 
Squirt Company, is merchandised 
by becoming part of the design of 
attractive ties. These can be worn 
not only by Squirt bottlers and their 
plant personnel, but have been sold 
to consumers as well. 





glad to send a representative to 
make such a presentation. 

Impress on your salesmen how 
important it is that the advertis- 
ing campaign be correlated with 
other tools of marketing—fresh 
new point-of-purchase advertising 
in every retail outlet, together 
with merchandise displays to re- 
mind people again of your brands 
when and where they are buying 
beverages. 

Have the route salesmen take 
notes on the details of the cam- 
paign or furnish them with this 
information in typed or mimeo- 
graphed form so that they can dis- 
cuss it with the dealers on their 
routes. It is highly important that 
the dealers, as well as your sales- 
men, be informed on the _ ad- 
vantages of this advertising in 
terms of demand, turn-over, and 
potential profit. 


Schedule a Drive For 
New Business 


There is no better time to put on 
a drive for new business than when 
an advertising campaign is reach- 
ing the public throughout your 
territory. New business doesn’t 
necessarily have to come entirely 
from new customers. The combined 
forces of advertising and mer- 
chandising should increase sales 
with everyone of your present cus- 
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There is no better way to protect distinctive beverage 
flavor and quality than to seal with Mundet Crowns. Tops 
in service .. . tops in value. Mundet Cork Corporation, 
Crown Division, 7101 Tonnelle Ave., North Bergen, N. J. 


MUNDET CROWN 


COMPLETE CROWN SERVICE 














MUNDET DISTRICT OFFICES 
*ATLANTA DALLAS 1 KANSAS CITY 7, MO. ST. LOUIS 9 
339-41 Elizabeth Street, N.E. 601 Second Avenue 1428 St. Lovis Avenue 3176 Brannon Avenue 
*BOSTON DETROIT 21 *LOS ANGELES (Maywood) *SAN FRANCISCO 7 
57 Regent St. (No. Cambridge 40) 1440! Prairie Street 6116 Walker Avenue 440 Brannan Street 
*CHICAGO 16 *HOUSTON 1 *NEW ORLEANS 16 
260! Cottage Grove Avenue Commerce and Palmer Streets 315-325 N. Front Street *in Canada: 
CINCINNATI 2 JACKSONVILLE 6, FLA. PHILADELPHIA 39 Mundet Cork & Insulation Ltd. 
427 West 4th Street 800 E. Bay St. 856 N. 48th Street 35 Booth Avenue, Toronto  ccsmmmed 


*CROWNS CARRIED IN STOCK 
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tomers as well as help to interest 
new dealers in handling your line. 

The most effective way of selling 
an advertising campaign to dealers 
is by discussing it in terms of their 
own interests. All retailers are pri- 
marily interested in giving con- 
sumers what they want. They are 
not interested in handling products 
which are slow movers and which 
do not return them a satisfactory 
margin of profit. Profit is always 


advertising is the power that keeps 
cash registers ringing. 

Most dealers will be glad to co- 
operate by allowing display mater- 
ials to be featured in their stores 
during the campaign, and by al- 
lotting space for mass displays of 
your beverages. You may find it 
advisable to stimulate this type of 
activity by offering incentives in 
the form of cash or merchandise 
prizes to the route men who get 


in direct relation to turn-over and the best point-of-purchase adver- 


National boxes save time and 
money by reducing bottle break- 
age, repairs and replacements. 
Boxes designed to meet your 
most rigid specifications and 
furnished with or without 
wooden partitions. 


TALK 
PARTITIONS 


double the life and strength of 
the box. No saw cut pieces to 
break off. Cross pieces are 
snugly slotted through each 
other forming a sturdy parti- 
tion designed for abuse. Any 
National box can be fitted with 
Town Talk partitions, 





NATIONAL 


Boxes are 


Non-partition, city delivery cases. Hold 
two dozen to 16 ounce bottles. Full 
depth. Either open or closed sides. Ends 
are full strapped and hand-holed. 
Inside Dimensions: Standard for twe« 
doz. pints (12 oz.) approx. 17” x 114" 
x 10”. 13/16” ends, 7/16” sides and 
bottom. 

Also available in other sizes. (Steinies). 
Printed. (Special plates furnished by 
customer.) 


BOX No. 11A 
Non-partition city delivery cases. Hold 
one dozen 24 to 32 oz. bottles. Full 
depth. Either open or closed sides. Ends 
full strapped and hand-holed. 

Inside Dimensions: Standard for one 
doz. 32 oz. quarts approx. 1544” x 1134” 
x 12”. (Note height of bottle.) 13/16” 
ends, 7/16” sides and bottom. 

Also made for steinie quarts. 

Also available with wooden partitions 
—our No. 13. Printed. (Special plates 
furnished by customer.) 


For Information write to Dept. G 








BOX & LUMBER CO. 


NEWARK 5, NEW JERSEY 


tising placements on their routes 
during the campaign, who open up 
the largest number of new ac- 
counts, or who carry out some 
other constructive objective in con- 
nection with the drive for new 
business. 


Other Promotional Suggestions 


If your advertising is being 
scheduled in the local newspaper, 
the editors will probably be glad 
to run a publicity story of some 
kind. Publicity releases are always 
welcome, provided they contain an 
element of news. A simple defini- 
tion of news is “what people talk 
about.” Additions or improvements 
in your plant or delivery fleet, or- 
ganization changes, civic activities, 
human interest stories—all these 
have news value and, therefore, 
qualify for position in editorial 
columns. 

Your trucks have considerable 
circulation value as they pass 
through the streets and along the 
highways. Posters for the tail- 
boards of the trucks can be pre- 
pared at relatively small expense 
and are highly effective in calling 
attention to advertising which is 
being broadcast by television or 
radio, or scheduled in other ways. 

Some bottlers have found it 
highly effective to use inexpensive 
give-aways such as toy balloons, 
paper advertising fans, novelties 
for children, ete. to dramatize 
their campaigns. The copy or slo- 
gan on such give-aways should 
naturally tie in with the advertis- 
ing. Such promotion is highly ef- 
fective when correlated with ad- 
vertising, merchandising, and ag- 
gressive personal selling. 

The essential thing is to sell the 
advertising campaign to your route 
men, to your dealers, and to sup- 
port it with every available tool of 
merchandising — window displays, 
counter displays, floor displays, 
special promotions, and with a drive 
for new business, if possible. Bot- 
tlers who do these things and do 
them right should never have occa- 
sion to say, “advertising may work 


for some bottlers but not for me.’ 
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10rrow Ss DOr 
Vasher a 


.the Best AN hi ) 

2 Miller Hydro Bottle Washer is years ahead of if 7 
‘time—in styling, in design, in all-around 
satisfaction. Miller Hydro streamlined beauty mode 
izes your plant and invites confidence. Miller 1 

“engineered design gives you long life and abso 
dependability. Miller Hydro operation guarantees 
lower costs over the long pull. Models available 
| 30 to 300 b.p.m. Handles all size bottles. 


| WRITE TODAY FOR INFORMATION ABOUT : 
so THE MODEL FOR YOUR PLANT 


oe 





MILLER HYDRO CO. 


ERS 6 
fanujacturenrs of MILLER HYORO BOTTLE WASHERS © WILLER CASE PACKE! @ * 


ER INSPECTION 

KENDALL MIXERS oo @ =—(MULL osst HCO. s Z 

mee porTue co cat comes _ LLER ACCUMULATOR TABLES con oy HMM MULHERN C8. ne 

Boxes wiLuen FLUORESCENT InsPecTORS oe = Mil g Bottlers 


Since 1913 


April, 1951 





He 


we et 


| 








First catch of the season—and worth 
all the time and trouble it took to get to your “SS 
favorite stream! You get the same satisfaction 
when your “know-how” turns out a top 
quality product—a product that repays your 
judgment with stepped-up sales. 

Of course, you’ve used sugar. And the 
world standard of quality is sucrose—sugar 
derived from sugar cane and the sugar beet. In 
food manufacturing, it has more sweetening 


power, gives uniform quality, and brings out, 


better than other agents, the fine flavors 
of higher-priced ingredients. 
If you want certain acceptance 


for your product—as who doesn’t? —you'll INFORMATION 


use the best bait—sugar. It pays INC. 


off in solid satisfaction! NEW YORK 5 NEW YORK 
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b* Rio de la Plata 


rs 


‘Un 
"om 


) 


Where 


joins 


the broad ji 


Atlantic 


Good neighbors of a 
hemisphere share a 
pleasant custom in 
Montevideo where Uru- 
guayans enjoy “la pausa 
que refresca”’ with ice- 
cold Coca-Cola from one 
of the new world’s newer 
bottling plants. In the 
republic on the Rio de la 
Plata—as in so many 
places around the globe 

Coca-Cola has be- 
come part of the na- 
tional scene, brightening 
every busy day with 
sparkling moments 
just as it does for millions 
here at home. 





THIS GERMICIDE 
LEAVES BOTTLES 





Here's a germicide that’s a bottle “‘beauty bath,” too! 
Used after washing as a final rinse, Wyandotte Steri- = 


Chlor leaves bottles germ-free, and sparkling clear! 











Wyandotte Steri-Chlor is designed especially to meet 
the needs of bottling plants for an all-round germicide— 
one that can do all the sterilizing jobs in the plant. ion e Dissolves quickly —then ready for use 

Steri-Chlor is excellent as a rinse or spray for syrup 
and storage jars. It may be safely used on all metals, 
glass and rubber 


e Is effective hot or cold—low chlorine loss 


e Kills germs, destroys yeasts and molds 
Since Steri-Chlor does not bleach, it is preferred for 


treating the entire bottling system—mixers, fillers, pipe | e Does not bleach 
lines, hose 
Your Wyandotte Representative or Supplier will be Will not injure fittings or equipment 
glad to tell you more about Steri-Chlor’s versatility in 
bottling plants. Call him today. e Does not lose strength in opened container 





THE WYANDOTTE LINE-— water conditioners: WYANDOTTE CHEMICALS CORPORATION 
N.S.Q., B.W.C., Keego; bottle-washing alkalies: Seneca Wyandotte, Michigan + Service Representatives in 88 Cities 
Flakes, Chippewa Flakes, C.C.S., 721 Special, Star 5X, 

Flake Industrial Alkali; germicides: Steri-Chlor, Spartec; 

for equipment cleaning: G.\.X., SR-10, Kelvar, Pomo 


in fact, specialized products for every cleaning yandotte 


need. 
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Constant vigilance and painstaking knowl- , 





edge of pilot and crew’are the air line 
passengers’ assurance of happy land- 
ings. » At Brockway, methods of produc- 
tion for glass containers have proven 
scientifically sound when employed by 
experienced craftsmen and promise a 


finished product of utmost satisfaction. 


PRESCRIPTION 


brockway gla is gs 


CARBONATED BEVERAGES - BEER - UQUOR 
COMPAR YT, rest ee FOR Se FT 


BROCKWAY, PA. LAPEL, IND. MUSKOGEE, OKLA. 


OCKWAY FOR QUALITY 
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you insist on 
smart-looking 


inatet on uniforms of 


REEVES 
QUALITY FABRICS 


‘THEY WEAR LONGER and they stay smart 
looking—that’s why leading companies from 
coast to coast specify uniforms of Reeves Army 
Twill, Parade Twill and Reeves Glengarrie 
Poplin. For these fabrics are made only of fine 
combed cotton yarn... Sanforized* to keep their 
appearance through repeated washings and 
vat-dyed in colors that are completely fast to sun, 
water and perspiration. 


For greater public approval make sure your men 
are dressed in crisp, long wearing uniforms of 
Reeves quality fabrics. Write for full information. 


*Residual shrinkage less than 1% 
Reeves also makes ByrD CLOTH, REEVECORD, 


REEVROY CorDUROY, PLAID DENIM and other 
nationally known quality cotton fabrics. 


Reeves. 


wee enw on em em ww - =~ 


“Reeves fie 


TYPE 1 


armen rore. ciencanne pgp PARADE TWILL 
\eeaniaelinpararay | SANFORIZED 


REEVES BROTHERS, Inc., 54 Worth Street, New York 13, N. Y. 


Representatives in: Atlanta + Boston + Chicago + Cleveland + Dallas + Los Angeles + Philadelphia + Portland, Oregon + St. Louis + Montreal + Toronto « Winnipeg 
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SUN CREST fills the need 


for a dependable, high-quality 
orange-flavored drink. 


it’s bright, colorful label, distinc- 
tive bottle and sparkling flavor 
have built lasting consumer ac- 
ceptance assuring our bottlers of 
profitable operation. 


SUN CREST bottlers are 


its best boosters. 














Na <i 
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Comp 7: 
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MEYER BOTTLE CLEANERS 


witt EASILY/, of our panslol 


, S too: 
yemeltt 





eae 





«pumore S@P vice 
Obtainable, 


In Use Photo of Meyer Dumore 
Bottle Cleaner macanite Installed 
At Clicquot Club Bottling Co. 
Harrisburg, Pa. 


When business grows in leaps and bounds — and expansion 
is imminent — it’s time to carefully check bottle washing 
needs. This is what Mr. G. Heberle, Jr., of Clicquot Club 
Bottling Company of Harrisburg, Inc. did when his plant 
facilities were expanded from 3500 sq. ft. of floor space to 
15,000 sq. ft. 


In May 1950 a 4 compartment 8 bottle wide quart MEYER 
DUMORE Bottle Cleaner was installed in this plant to handle 
the tremendous needs for increased capacity. It was natural 
to turn to the Geo. J. Meyer Manufacturing Co. for the cor- 
rect bottle cleaner capable of continuous outstanding per- 
formance and trouble free service. The MEYER DUMORE 
bottle cleaner illustrated is the one that has easily fulfilled 
the requirements created by the plant expansion of the above 
company. 

Progressive bottlers everywhere recognize the leadership of 
MEYER built bottling equipment and are enjoying added 
profits by standardizing on this quality equipment. If your 
present bottle washing machine cannot handle anticipated 
loads, or if you are considering washers for new plants or 
plant expansion, then it would be to your advantage to call 
in experienced MEYER engineers for recommendations. 


TO GET COMPLETE DETAILS 
WRITE FOR BULLETIN. 


GEO. J. MEYER MANUFACTURING CO. 


CUDAHY, WISCONSIN, U.S.A. 
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0 N LY YE § TE RDAY * the girls dressed like this- 


7-Up was just an infant! 


TODAY it’s a household word 


throughout America... 








lhe Al/- Family Drink. / 








Potter & Rayfield Unserambling 1 new O-Ring Sanitary 
Table Improved ‘ Vation of particul: TWO NEW COUNTERS 
Durant Manufacturing Co., Mil 
effectively ! waukee, has added two new 
electric units to its line of “Pro- 
a ca ductimeter’ Counting and Mea- 
is been developed and is now a n a grea a suring Machines. The smaller 
unit is for light applications 
: where reading is done at close 
Atlanta, Ga , range. It measures 159” wide. 
inscrambling 2-9 16" high, and 334” long. It 
7 : wiil operate at speeds up to 1,000 
e one employee Market Expansion Program counts per minute. The second 
& 


ump users. These 


speed up produ formerly 


marketed by Potter & Ray 


unit, for heavy industrial appli 

cations, features larger figures 

for distant reading. The dimen- 

sions are 23/3" wide, 4-7/32" high. 

rogram will shortly and 5” long, and the speed is up 
na to 800 counts per minute. 


Planned for “Fudgy” 


eXTeNnslve 


a SIX-OUl 





made whet ‘ 1 nocolate beverage 





liminated.” announced last mont} ial franchise 
Rayfield 
as beer 


rudy does 
guides and : 


equipment 


the number 
no steriliz 


New Waukesha Sanitary Pumps 


Now In Production 
Waukesha 


and, of course, 


pumps al ou ity saltimore. P 


corrosion-resl 
Metal” throug! 


with 








“Fudgy’ 





INSTALLED pieine peace 
irizing processes 


The 24-wide Ladewig ved,” Mr. Sachs stated. “It 
bottle washer shown above Ss , 

was recently installed in sae: ame manne) 
the plant of the Seven-Up és 

Bottling Company. Buifalo 

N. Y. The machine has a 

capacity of 300 bottles per Supplyman Forms Own Firm 
minute. and is one of sev 

eral new pieces of major William ( Bill) Drake, 
equipment being installed f¢ ‘ Mid-West 
by the company to provide : ‘ 
facilities for increased pro ith-Akers, has announced 
duction. I rnatior 


representative 
ul the organiza 
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H for the MODERN 
anything SYRUP ROOM 
AS you NEED IT WHEN YOU WANT IT 


Whether it's new equipment, auxiliary apparatus, something 
along maintenance lines . . . or to step up quality pro- 
duction at lower costs . . . it will pay you to put your 
problems up to Lomax engineers. 35 years of leadership in 
developing quality equipment, installations in leading plants, 
worldwide . . . plus the famed Lomax name for tailor- 
made service are your assurance of complete satisfaction. 


WRITE FOR CATALOG OR SEND DETAILS 
FOR FREE PLANNING & ENGINEERING 


FRANK B. LOMAX CO., INC. 


Every job built to quality-controlled standards 3518 N. HALSTED ST., CHICAGO 13, ILLINOIS 


rao 
" FY S " A 
| és 
. CY ont. 
a = 
i tt v | Rt x 
“J || | i I Ree 


} ui 

| TYPE MOS: ‘‘Squat- TYPE MS: Side-Agi-| TYPE PF: Six gpm TYPE Cl: Filtering TYPE PP PORTABLE 

ty'' Mixing Tank. Side tating Mixing Tank.| capy. Made in va- Tank. Twin cylinder FILTER: 3 gpm capy 

Special tanks. Any or top-agitators Bottom - agitating] riety of capacities. types also available. Easily portable. 
capacity Write for details. types available. Write for catalog. Send for book Send for catalog. 



































Why Pay Extra CROWNS 


..- As You Need Them! 


Money For Your : 
... When You Need Them!... 


Insurance? 


You can save 15% to 40% of every dollar 
you usually pay for your policies by insur- 
ing with other bottlers now using Dodson 
specialized service. 





You get SAFE protection suited to your 
particular needs, and ALL POLICIES are PENN has been servicing the 
NON-ASSESSABLE. ndustry with Precision-made 


. 7 brightly lithographed 
In 50 years of service to the Bottling In- CROWNS: for Wists: than 26 


dustry we have returned more than $13,- 
500,000 in cash savings on Insurance 
Premiums. Need delivery in a hurry? Need specia 
decorations? — Stock designs? — Just call 


years 


Ask about our lower rates for Fire Insur- 
ance on good bottling plants. 


We also manufacture metal screw caps from 
18mm up to 89mm 


BRUCE DODSON & COMPANY Penn Cork & Closures, Inc. 


28th and Wyandotte e Kansas City 10, Missouri Evergreen 9-4416, 7, 8 and 9 1155 Manhattan Ave., Brooklyn, W. Y 
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tion of his own company servicing 
the bottlers of the Mid-West 

M1 Drake reported he will 
handle the full line of flavors man 


tions to Mexico City, where, in co- 
operation with a Mexican firm, it 
will construct vending machines 


: 5 for distribution in Latin America 
ured by C. O. and W. D. Seth Vendo 


ness Company of Chicago. He in 


ifact has obtained controlling 


2 interests in a new firm, Vendo & 
lle other supply items ' ‘ ; Montiel S.A., C.V. The new com 
headquarters will be ae “ pany actually is a merger between 
Eastwood Circle, Cincin F the Vendo firm and Industriaes 

0 Montiel, a Mexico City company 

NT rose am “ars as 4 

Vendo Adds New Manufacturing > o eee, De See ode oak aan Se 


_on a limited basis 
The Vendo Company, ot John T. Pierson, has announced an The 





Piant In Mexico City 


new operation UW Mexico 
Kansas City, through its president immediate expansion of its opera City is Vendo's first manufactur- 
ing expansion outside of Kansas 
City. It is operated by Manuel and 
Fernandes Montiel, brothers 


Franchise Coffee Beverage 
to be Launched by Cott 
John J Cott, general 
for : manager of the Cott Severage 
; Corp., New Haven, Conn., has an 
’ \ nounced plans for the organization 
goodness of a new company to market na 
; tionally, on a franchise basis, a 
a coffee beverage to be known as 
sake a “Coffee Cott.” It will be made from 
; freshly-roasted coffee, with no sub 
stitutes 





Wilbur Heyman, a beverage in 
dustry veteran regarded as one of 
the leading authorities on = car- 
bonated coffee drinks, will be as- 
sociated with Mr. Cott in the new 
enterprise Mr. Heyman’s work 
during the last war in developing 
a soluble coffee won the commen- 
dation of the War Department 

Further plans will be announced 
by ‘Mr. Cott as they develop 








For the sake of the goodness that you put into the DISTRICT SALES OFFICES: 


Birmingham, Boston, Charlotte 
soft drinks you bottle and distribute, consider pre- Chicago Cincinnati.Cleveland 


ser , s S 3e ate Detroit, Houston, Los Angeles 

erving thems with Monsanto Sodiums Benseate. Tle York. Puaetishin, Fortend 3.IN-1 CLEANER 

’ Ore., Ss Francisco, Seattle. Ir 

You can take your choice of flake or powder forms  ¢ cinta Moamantes Canada Ltd Ideal Industries, Inc. 1321 Park 


of Monsanto Sodium Benzoate. Many bottlers pre- Montreal Ave., Sycamore, Ill., has intro- 


pose Tank-Type Cleaner for in- 
dustrial establishments. The unit 
is a 3-in-1 combination giving the 
operator a vacuum cleaner, water 
pick-up and a powerful “hand- 
4 type” cleaner or blower. It con- 
Benzoate, contact the nearest Monsanto Sales Office sists of a 12-gal. rust-resistant 
or write for a copy of the 16-page Monsanto book- tank set on four large easy roll- 
let. ““Benzoic Acid and the Benzoates.”” MONSANTO \ 4 ‘an mg Saas Gane eee 
CHEMICAL COMPANY, Organic Chemicals Divi- Beat | Ce See. Soany each- 


ments are available. 


dustless because they do not ball or cake, hence 


‘ : duced a new Blo-R-Vac, all-pur- 
fer flakes because, for practical purposes, they are : 4 . 


dissolve more quickly. Both flake and powder forms 
are equal in laboratory-controlled Monsanto quality. 


For technical information on Monsanto Sodium 


sion, 1700 South Second St., St. Louis 4, Missouri. — Serving Industry . . . Which Serves Mankind 
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HOW DURAGLAS 











BEN EFITS YOU 


Through every step of manufacture, quality con- 






trol is paramount to give you the best beverage 
bottles we know how to make. Then to deliver them 
to you in perfect condition, we developed the Pro- 
tective Film. It is one of the many plus advantages 
of Duraglas beverage bottles. 





a Duraglas Protective Film 


rinses off easily on the 





Each Duraglas beverage first trip through your 
bottle is carefully coated washing equipment leav- 
with the special protec- ing bottles sparkling 
tive film. This film acts and appealing. Specify 
as a “lubricant” against Duraglas beverage bottles 
the scratching to which and enjoy this and many 
“just born” bottles are other plus advantages. 
especially vulnerable. 








Las Beverage Bottles teat 8 range 


TEASt Maen wee US OAT OFhe 


Pik RE eee aes * TOLEDO 1, OHIO © BRANCHES IN PRINCIPAL CITIES 


—d 


April, 1951 119 





Flavor Price List 


( 


mtaining price 


escl Iptions oO 


DUSses 


stamm 


York 


tr 


t 


tained 


\ twelve 


1 tne 
produced by 


ity, 


529 


company 


prices quoted 
complete 

ints out; 
“extra” 


without 


listir 


\ 


ani 


prices, 


there 


costs. ( 


re booklet 
full 


par 
igs and 
verage flavor 


Kohn 


New 


& E 


il St., 


has just been published 


booklet 


the 


in the 
com 
are no “thid 


‘oples may 


charge 


Niagara Blower Bows New 

“No Frost” Equipment 

The Niagara Blower 
New York City, has in- 
troduced new, improved “No Frost” 
tor cold 
cold suc h 
as the quick freezing of foods, and 
for food products chilling and cold 
storage. The equipment consists of 
the Niagara 


provides 


Company, 


equipment refrigerating 


test rooms, processing, 


Spray Cooler which 
controlled 
at sub-zero 


of 


a cole alt 


stream temperatures 


DV means passing alr over re 


frigerated coils that are prevented 
from accumulating ice 


or trost by 





With 
BUREAU 
SERVICE 


The Mailman 
KEEPS YOU UP-TO-DATE 


Frequent bulletins which contain vital sales and credit information 


are mailed to members. Five Change Bulletins and four Confidential 


Bulletins were mailed in the first 2!/, months of this year. These bul- 


letins reported 449 changes in business and 299 new delinquencies ... 
a total of 748 items in 10 short weeks! 


Any one of these items . . 


- an 


average of 75 each week . . . could 


be of vital interest to your Sales or Credit Department. And Bureau 


Service costs so little! You can't afford to be without it. Write for 


complete information on what the Bureau can do for you. 





MEMBERSH 
EMBLEM 


FURNISHING A NATIONAL CREDIT AND COLLEC.- 


TION SERVICE 


UNITED BUILDING 


FOR THE BEVERAGE INDUSTRY 


LOUISVILLE 2, KENTUCKY 


of Niagara “No 
Frost” Liquid, a non-freezing com- 
pound 

The concentrators 
manufactured in 
water 


a constant spray 


be 
of 


Ca- 


new will 


a wide range 


sizes with evaporating 


pacities ranging from ‘2 gallon to 


75 gallons per hour 


Continental Can Sales 
Hit New Peak 


Sales of 


82.9 


$397,863,767, of 
which cent metal 
1949 the 

by 20 per cent and 
record for 
1950, according to the annual re 


per 
surpassed 
previous high 
resulted 


were 
cans, sales 


in earnings 
port recently issued by Continental 
Can Company, Inc., N. Y. C. 
Paper, paper containers and fibre 
drums accounted for 11.8 per cent 
of cork 
products, 3 per cent; and plastics 


sales; crown caps and 


and miscellaneous products, 2.3 pei 
cent. 

Earnings after amounted 
$14,873,172, 


$12,350,844 


taxes 


to an from 


1949 


Increase 


In 


New Squirt Advertising Program 
Unveiled at Meeting 


the 
national 
which 
numerous media, the Squirt Com- 
Beverly Hills, 
ot 


Featuring 
its 


presenta- 
of advertis- 


Campaign, 


tion new 


ing will employ 
California, 
bottlers at 


pany, 


held a meeting its 








NEW FILTER UNIT 


A specially-designed stainless 
steel filter unit has been intro- 
duced by Titeflex Inc., Newark. 
N. J. It includes one filter cham- 
ber of 10 sq. ft. filtering area and 
one of 20 sq. ft. area. Also in- 
cluded is a precoat tank. Since 
the filter chamber can be oper- 
ated simultaneously with the pre- 
coat tank, or singly. a choice of 
30, 20 or 10 sq. ft. filtration area 
may be obtained. Cleaning of the 
unit is accomplished in approxi- 
mately 20 minutes, without man- 
ual labor. 
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“Coffee Time.” New Franchise 





Beverage, Makes Impressive Bow 


Coffee Time Products of 
America, Inc., a new parent firm 
with headquarters at 74 Heath 
Street, Boston, Mass., has an- 
nounced plans to market nationally, 
on a franchise basis, a new car 
bonated soft drink “Coffer 
Yime.” The first franchise already 
has been awarded—to American 
Dry Ginger Ale, Inc., of Boston, 
Herbert A. Soble, Coffee Time 
president, has announced. 

Associated with Mr. Soble = in 
this new enterprise are Stanley 
Squirt bottlers, franchise company officers and district managers Brown, vice-president 2 charge “ 
at a luncheon in the Sherman Hotel, Chicago. Mar. 3, part of the sales, and famous Rudy Vallee, the 


one-day sales meeting at which the 1951 national advertising popular entertainer, who will serve 


rogram was presented. ’ 
babi P as executive vice-president. Val 





lee’s role, incidentally, will be an 
the Sherman Hotel, Chicago, on rington-Richards Company, — the important, two-fold one: He will 
March 3 immediately following company’s advertising agency. travel throughout the country to 
the annual convention of the Ili The meeting, attended by Squirt line-up bottling franchises. He 
nois State Association bottlers from many states, was also will lend his name and _ his 
In attend&nce from the parent also attended by a number of dis- talents towards helping promote 
company were H. B. Bishop, pres- trict sales representatives. The the new beverage 
ident; William “Bill” Jay, vice 1951 advertising program was e! It is packed in an amber glass, 
president and general sales man thusiastically approved by — the champagne-style, pint size bottle, 
ager; R. W. Lowander, advertising bottlers, who will amplify it) bs no-deposit and non-returnable. In 
manager, and G. Mitchel of Har- local merchandising and promotior a few weeks, however, “Coffee 





Use Berghausen’s Veo.iiiee 
CARAMEL COLORING | | stoce.ar 





It’s Safe Makes 
Repeat Sales 
° Year round profits are 
yours when you distribute 
CARAMELS FOR ALL PURPOSES ann 
served hot or cold, has 
Colas = Root Beer ° Other Beverages the kind a Aas and 
quality that makes it a 
12-month favorite. 


Write for complete details of 
the Yoo-Hoo bottling fran- 
chise in your territory. 








™°E BERGHAUSEN CHEMICAL co. 


City National Bank & Trust Co. Bldg. 
CINCINNATI 32 + OHIO { Room 404, Hackensack, W. J. and Batesborg, S. ¢ 
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Can You Use Two Trucks Like This One? 


CAPACITY 160 to 185 CASES 


We are switching all our operations to pallets and have two of the above GMC trucks for sale. 
They have been used less than two years and are in excellent condition - new tires — painted 
last spring—$2500 each. Today's replacement would cost $3700. A real bargain. Call or write— 


Bruce Murrie, Hires Bottling Co., 3810 Hires Lane, Norwood, Ohio. Melrose 8871 














al ah, 


ees 
Famous Flavors | ‘ ih By sly 


for Forty Years! 
For forty years Penrith-Akers has supplied taste- ° ° n 
parte dy ee pe wn: mah to a needy mel Union Acid Proof Caramel Color #125 


coast to coast. Penrith-Akers has been a pace- 

setter in the flavor field . . . developing distinctive 

new flavors and improving the old standbys. 

Today’s P-A flavors are better than ever . . . the * H H 

finest you can buy! High Coloring Value 
The Penrith-Akers representative will be glad . 

to help you with your beverage problems. He'll a Free Flowing 


show you how to make better products for top 
consumer satisfaction and greater profits. . ° 
®@ Uniformity 


p-A | : 
BRAND a ® Service 


copy of the 1951 








P-A Price List! 


LYLE UNION SALES © /ORPORATION 
Union Star cH & REFINING Co, 


MANUFACTURING COMPANY PA ITO 


1311 SO. FIFTH STREET ¢ MINNEAPOLIS 4, MINNESOTA 


HIGHEST QUALITY FLAVORS, FRUIT JUICES, COMPOUNDS 
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Time” also plans to introduce a 7- 
ounce size for the on-premise mar- 
ket. The pint size retails at two 
bottles for 35 cents. 
Much advertising and merchan- 
dising support is being given to “COFFEE TIMERS” 
the new beverage. Radio, television The three top officers of 
and newspaper advertising, plus Coffee Time Products of 


announcements in national maga- fight), Herbert A Seble 
zines such as “Time,” spearheaded President; Rudy Vallee 
“Coffee Time’s” introduction in the (holding the product), 

; pate Executive Vice - Presi- 
Boston market. dent: and Stanley 
Still, the promotional push con-  ‘ Brown, Vice-President in 


tinued. Rudy Vallee was_ inter- charge of sales. 
viewed on Boston radio and tele- 
vision stations with resultant pub- pings for sundaes; “Coffee Time” feet of manufacturing and office 
licity for “Coffee Time.” Orches- Liquid Instant Coffee, and candy. space on a plot of 10 acres. It is 
tra leader Johnny Long was en- Another use for the beverage on equipped with the most modern 
gaged to promote the product over which a campaign is planned will corrugated paper manufacturing 
six different radio stations. A full be as a mixer with various liquors equipment. 

line of point-of-purchase materials such as rum, brandy, rye and Mr 
was supplied to dealers. Supported bourbon. 

by this promotion, the dealers 

themselves began to promote the Shelton Moves Into New Plant 








*, Nierenberg also recently an- 

nounced the election of Murray 

Stolbach to the sales managership 

of the container division. Mr. Stol- 

product. Shelton Manufacturing bach was formerly with Gaylord 
In addition to establishing a Co, Inc., producer of corrugated Container Corporation for fifteen 

chain of franchise bottlers, the products and specialties, is now in years. 

company’s plans for the near fu- full production in its huge new 

ture call for the production of plant in Newark, N. J., President : 

“Coffee Time” syrup, for soda Albert I. Nierenberg has = an- New Inseet Control 

fountains to be used in _ coffee nounced. The one-level plant build- O A new insect control, 

drinks with milk or cream, top- ings provide over 160,000 square “Dispercide,” has been developed 








FOR THOSE WHO PREFER 
LIME-SODA TREATMENT 


. DON’T WAIT! 


, b 
ii. AMI i Setter Onder Your 


KISCO ‘Q-T’ 
EXHAUSTER NOW 


If You Want To Be Sure of Proper 
Ventilation And Cool Comfort 


COAGULANT REACTOR | _ Next Summer 
PROMPT DELIVERY ON MOST SIZES 
OUTSTANDING FEATURES WRITE FOR CATALOG EXD-4 


Thorough Mixing 

Long Reaction Time 

Unhurried, Positive Flocculation 

Roofed Discharge Nozzles Prevent Short 
Circuit Water Paths 

Sterilization Accomplished After Floc Has 
Combined with Organic Matter 

Lime, Alum, and Chlorine Handled at Floor 
Level. No Climbing or Hoisting 

Full Automatic Controls, including Slurry 
Removal 


Write for this Descriptive Catalog 

Details on the complete line of AquaMatic products 

are covered in the 20-page catalog ‘Water Treat 

ing Equipment’’. Write us for a copy, or ask your 
Liquid’ representative 


PN 
AUTOMATI conatarees KIS Boiler & Engineering Co. 


2412 GRANT AVENUE, ROCKFORD, ILLINOIS é a 


AquaMatic Products are Distributed by The Liquid Carbonic Corp., Chicago 
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by Yosemite Chemical Co., 1040 
Mariposa St., San Francisco. 

The product is a dry aerosol 
bomb. The dispersant is a com- 
bination of chemicals, 
which, when started, combine to 
form a fog that expels the con- 
tained (DDT 20%, 
Chlordane 5%) into space under 


powdered 


insecticides 


pressure. It is said to penetrate 
cracks and crevices killing all in- 
sects hidden there. 

Two ounces of “Dispercide” 
contain seven times more insecti- 
cidal material than a one pound 
aerosol bomb of the conventional 
type. It is, therefore, economical. 


Prefabricated Pallet and 
Skid Racks Available 


Prefabricated Pallet and 
Skid Racks are now being produced 
and marketed by American Metal 
Products Dept. 115, 
5959 Linsdale, Detroit 4, Michigan. 
They are said to save floor space 
modern 


Company, 


and give efficiency in 
storage 

The racks are assembled without 
any bolting or welding. The design 
permits the horizontal and upright 


ELECTRIC 
COUNTER 


BOTTLE AND CAN 
COUNTERS 


i — 


Productimeters register 
every unit processed ., . 


eating losses... 


1920 N. Buffum Street 
Milwaukee 1, Wisconsin 


accurate count of 
eliminate profit- 
insure economical plant 
operation and maximum use of man hours, 
DURANT MANUFACTURING CO, 


120 Orange Street 
Providence 3, R. |. 


Representatives in Principal Cities 


DR. PEPPER ZONE MANAGERS HEAR PRESIDENT GREEN 


At a recent meeting at the Dr. Pepper Co. home office in Dallas, President 
Leonard M. Green (below sign) explains to zone managers new plans 
and programs scheduled for the months ahead. The meeting was kept 


on an informal basis. 








frames to be put together in a 
“pressed fit.” 


Diversey Sets Up New Eastern 
Division Headquarters 
O The 


tion, Chicago, which produces and 


Diversey Corpora- 


CASE 
COUNTER 





PRODUCTIMETERS 
ount Everything 


SINCE 1879 C 








sells chemicals for food plant and 
industrial cleaning and sanitation, 
has taken a ten-year lease on a 
steel frame and brick building at 
400 Frelinghuysen Avenue, New- 
ark, N. J. The new building will 
provide Diversey’s Eastern Divi- 


sion, formerly located in New 











York City, with a new sales office 
headquarters and manufacturing 
facilities of its own for the first 
time. 

Eric C. Foote Jr., formerly man- 
ager of the Diversey plant at Port 
Credit, Ont., will serve in the same 
capacity at the Newark plant. An- 
nouncement of the establishment of 
manufacturing and warehousing 
facilities in Newark was made by 
Diversey Chairman H. W. Kochs. 


Island Equipment Holds 
10th Anniversary Open-House 
Island Equipment Corp. 
recently held a 10th Anniversary 
Open House at their offices and 
plant at 27-01 Bridge Plaza North, 
Long Island City, N. Y. The com- 
pany, founded by John W. Stiles 
in 1941, has had a rapid growth. It 
now has a staff of seventy employ- 
ees, producing conveying and ma- 
terials handling equipment. 


Armstrong Cork 1950 Earnings 
Reach New High 

The Armstrong Cork 
Company in 1950 sold $186,766,670 
worth of goods, the largest volume 





“WATCH KIST IN ‘S51” 


Plans for expanded distribution of, and a big new advertising campaign 
for Kist and Chocolate Soldier beverages were discussed at a recent 
meeting of the National Sales Organization of Citrus Products Company, 
Chicago. Theme of the new promotion, scheduled to break this month 
in both newspaper and radio, will be “Watch Kist in ‘51.” The two-day 
conclave was climaxed with the annual sales banquet (above). 








in its history, and net earnings New Speed Transmissions 
after taxes reached a new high of 
$12,433,231, C. J. Backstrand, 
President, reported recently in 
the annual statement to stockhold- 


O A new “150” series of 
variable speed transmissions, de- 
signed for lower input speeds than 


ers. The 1950 net profits, which formerly were used, has been in- 
represent a return of 6.7 per cent troduced by Graham Transmis- 
on sales, compare with 1949 net sions, Inc., Milwaukee, Wisc. Pre- 
profits of $10,224,215 on a sales vious Graham transmissions in 
volume of $163,323,948. sizes from % to 1% HP were 





Beverages Look and Taste 
Fresh and Inviting with 


POLARSTIL 


PURIFIED 
WATER 


Equip your plant with a POLARSTIL 
and Presto! your beverage 
products perk up to a new high 

in sparkling new life and taste... 
in sales and profits. POLARSTIL 

is first choice with beverage 
manufacturers everywhere for 
purifying water at a minimum cost — 
LESS THAN Ic A GALLON. 
Yet it pays handsome dividends . aoa 
in better looking, better tasting, are no exception. Their size, shape and construc- 
faster selling products. Get in 
line with modern times. Put new 











Circumstances alter cases...” Beverage cases 


tion features are determined by the physical charac- 


life in your beverage business. teristics of individual bottles. 
INSTALL A POLARSTIL. ; 
For full particulars, write “Custom-made” beverage cases are correctly 


designed to suit your needs, thus reducing break- 


age to a Minimum. 


COPPER & BRASS MFG. co. |g THE GREEN COMPANY inc. 


2734 N. Janssen Ave. e Chicago 14, III. 
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1Q East 40th Street . New York 16, N.Y 
Plant — Bellows Falls, Vt 














































oh elites na ects) iat SAAR ARIR ie ae oa 















standardly driven at 3600 RPM 
and where lower input speeds 
were used, the drives were arene 
loaded. The new “150” series is 
designed for operation at input 
speeds of 1800 and 1200 RPM 
without spring loading. 

Lower input speeds, according 
to the maker, give cooler, quieter 
operation with increased efficiency 
and greater durability under the 
most severe continuous duty appli- 
cations. 


New Splashproof Motors 


New “Life-Line” splash- 
proof motors, designed for food in- CITING FACTS ON CARTON DESIGN 
dustry applications where splash- Frank Shina (center), design director at United Board and Carton Cor- 
; poration, Syracuse, New York, recalled staff designers from the company’s 
: , four carton plants recently for a week's refresher training course in carton 
NEMA standards for splashproof- design. Due to probable government control of paperboard production, 
ing, are available from Westing- the program was aimed at developing new designs requiring a minimum 
rab ee ; amount of stock. 
house Electric Corporation, Pitts- 
burgh, Pa. 
These motors incorporate gas- Labels Reclaimed Through Rembrandt Decalcomania Co., 4602 
keted cast iron conduit boxes with New Process South Kedzie, Chicago 32, Ill. The 
provision for attaching waterproof ; 
conduit. They are available in Large stocks of decals 
frames 326 and smaller, and use Which have warped, cracked and 


pre-lubricated ball bearings. No faded in storage can now be re- 


ing or hosing down exceeds 








reclaiming process, the company 
points out, thus saves the original 
investment plus the cost of new 
lecals. 
inte lubrication is required for claimed “like new” through a new The process can be used on all 
the life of the bearing. “Rem 69” process developed by the types of decals. 








IH) Zonet 
AMERICAN 


NTERLOCKING pRE-ASSEMBLE E 


PARTITIONS 


' ; © Spe loadi 
tures of the PRIESAND stain- } ¥. ‘ od ee oading. 


Some of the outstanding fea 


less steel tank i | © Reduce breakage. Minimum bottle 
\ | movement 
@ Built to A.S.M.E. Code, U-69 | 
specifications i | © Low cost per trip. Re-usable 
: | 
@ Safer — Safety valve built | 
into the head 


® Save labor costs. 
, © Save shipping weight over wooden 
@ Lightweight ingl all . 

ghtweig single wa } ® Save overall case size. 
construction, eliminates use of ' 
ining ® Help point-of-sale display. Cleaner, Precision 
@ Durable built to outlast t die-cut, water repellent. 
any tank on the market ; 


@ Attractive polished clean e 


PARTITION CORPORATION 


Liberal trade-in allowance on your present old, tin 3043 N. 30TH ST. UPTOWN 3.5100 MILWAUKEE 10, WIS. 
lined tanks toward the purchase of these new stain- Eastern Plant and Sales Office: Bound Brook, New Jersey 
less steel tanks. ORDERS FILLED WITHIN 3 WEEKS Bound Brook 9-3100 





2 Western Representative: Seaman Heymes Co. — Exbrook 2-3244 
Priesand a 0 | 1804 East 40th Street Science Mithun Sutin hos Goemnata an 
, [ S., n C. Cleveland, Ohio Midwest Sales Representative 


767-73 Milwaukee Ave.. Chicago 22, Ili, — Monroe 6-1962 
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pallet-type unit specially engin- 
eered to handle pallet-loads weigh- 


ing up to 4,000 pounds. Among the 
BROCHURES ND ATAL new and advanced features of this 


Water Treatment 


A practical and up-to-date ref- 
erence work on the conditioning 
and treatment of water is a new 
book, “Water Treatment,” by Es- 
kel Nordell, Administrator, Ana- 
lytical Laboratories, Research and 
Pilot Plant Divisions of the 
Permutit Co. A 525-page volume, 
it includes full discussions on these 
topics: water requirements, cur- 
rent water-treatment practices; 
problems and practices relating to 
boiler feed waters and cooling 
- waters; processes and equipment 
used in treating water; water- 
softening processes; chemical re- 
actions and methods of analysis. 
The book is available through 
Reinhold Publishing Corp., 330 W. 
42nd St., N. Y. C., and is priced at 


$10.00 per copy. 


unit is a new contractor panel, a 
positive-action brake with fool- 
proof dead-man control, improved 
differential action, and all-rubber, 
dual trailer wheels for smoother 
A new catalog sheet illustrates operation. Write for “An Engin- 

and describes the new O’Brien all- eering Achievement,” Literature 
bronze diffuser, designed for the Dept., Towmotor Corporation, 1226 
quiet mixing of steam and water E. 152nd St., Cleveland 10, Ohio. 
to produce hot water. Specially de- 
cmt “9 — wr! nd ——— Straddle Type Electric 
Steam-Mixer Water Heater, the eine 
new diffuser is also efficient for Tiering Truck 
open-tank heating. 

For a copy, write O’Brien Steam 
Specialty Co., Inc. 323 Heffernan 
Building, Syracuse 2, N. Y. 


Steam-Water Diffuser 


LYON-Raymond Corporation has 
just issued a new bulletin describ- 
ing the Straddle Type SpaceMaker 
Electric Tiering Truck for han- 
dling double-faced pallets. The de- 
sign of the truck incorporates sev- 

Now available from Towmotor eral features’ including light 
Corporation is a comprehensive, weight, short length and unusual 
18-page book in color showing maneuverability. 
every detail of the new and im- Installation photos show the 
proved Model “W” Towmotor actual on-the-job views of the truck 
Electric Pallet Truck. The Model operating in narrow aisles. Line 
“W”" truck is a compact, powerful, drawings are included to show all 


Pallet Truck Operation 





me Standard 
E-X-T-E-N-D-0-V-E-Y-0-R 


PORTABLE POWER-BELT CONVEYOR 


Saves Time and Work — Loading — 
Unloading — Stacking — Unstacking 
This compact, mobile, easily maneuver- 
able power-belt conveyor unit extends to 
46° in either direction and retracts to 
910". Reaches into cars, trucks, trailers 
Handles boxes, bags, bundles, cartons, 
crates, cases weighing up to 150 lbs 
Available in two models—1 way stretch 
and 2 way stretch—and 4 sizes. Write 
for Extendoveyor Bulletin No, NB-41. 

Standard Conveyor Company, North St. 
Paul 9, Minn 

STANDARD 

CONVEYOR COMPANY 

North St. Paul 9, Minn. 


Visit Us At Booths 148-149 
National Materials Handling 





xposition 
International Amphitheatre 


vhicago 
April 30 - May 4 
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LYNN SELF-CLEANING STONE FILTER 





Roll to Location 


with Double Filtering Surfaces 





ilter employing 
HE Lynn Stone Fi 
T ober at filtering stone the Only Water 

a poagpostmonn 4 high Filter That Uses Both 


ed water with o The Inside And Outside 
elotively fast flow. It is equipped ABDC RU BURT S 
r ith a cleaning mechanism which ing Stone For Filtering 
wi ‘ 

cleans both surfaces of the filter 
ckly and thoroughly. It 


provides 
quality of filter 


stone qui J 
is made in four sizes: capacities 





a 65 to 350 gallons per hour. 

Ask for catalog on the. Lynn 
Filter, also on the rapid flow type 
Bowden Single Valve Quartz and 


Minchor Filters monvfactured by 


Hygeio. 











Sectional View, No. 5 Lynn 
Self-Cleaning Stone Filter 








RAVITY & POWER 
CONVEYORS 





PL CR cree es ater hehe TIAARN Bid Micali 





4 2 lin eee EyTRACTS 
POINTS THE WAY 


To bigger and better sales this summer with 


TRUE FRUIT k R t y 4 
HI-Y-EE—Refreshing Pineay 
CREAM—Always hits +h 
GINGER ALE-— 8 


Full Line of Soda Water Flavors. 
Write for Samples and Prices. 


FLAVOR 
PIONEERS 
SINCE 
1869 


“THE GINGER HOUSE 


bh 
16th St. New) 


dimensions of the truck and full 
specifications are described. 

Write to LYON-Raymond Corpo- 
16266 Madison Street, 
Greene, N. Y. for your copy of Bul-_ 
letin No. 702 


ration, 


Catalog of Pumps 


A full 
ling 


line of han- 


non-corrosive 


pumps for 
corrosive and 
liquids, solids-carrying liquids and 
dry and semi-dry materials is pre- 
condensed catalog 
Yeomans 


sented in a new 
issued by 3rothers Com- 
pany, Chicago 

For easy use and reference the 
book is organized in sections as fol- 
lows: Corrosive and Non-Corrosive 
Liquids; Solids-Carrying Liquids; 
Dry and Semi-Dry Materials. 

It contains twelve pages printed 
fully illustrated and 
complete list of Yeo- 
distributors, 


in two colors, 
includes a 
mans and ad- 
A copy may be had on re- 
Yeomans Com- 
pany, 1433 North Street, 


Chicago 22 


names 

dresses 
3rothers 

Dayton 


quest to 





COLA 
Sa LEMON 

; GINGER ALE 
SELTZER 





Multiplex 
For BARS and TAVERNS 


Fresh Carbonated Drinks 


MULTIPLEX FAUCET COMPANY 


4321-27 Duncan Ave., Dept. N.B.G.-14, St. Louis, Mo. 


Manufacturers of Beverage Dispensers for 45 Years 


Stainiess 
Steel 


Dispensers 


SPEEDS SERVICE 
INCREASES PROFITS 
ELIMINATES BOTTLES 
Write for Folder and Prices 








Flavor Booklet 


Raspberry, strawberry, and 
cherry flavors for carbonated bev- 
erages are described in a brochure 
just issued by Givaudan Flavors 
Inc., 330 W. 42nd St., New York 
City. Carbonated beverages based 
on these flavors, it is said, “have a 
rich and satisfying aroma that in- 
dicates a product of superior qual- 
ity.” The brochure is entitled, “Red 
Fruit Flavors for Carbonated Bev- 


erages.” 


Ammonia Compressors 


Over twenty features engineered 
into its line of multi-cylinder high 
speed Freon and ammonia compres- 
sors are discussed in a new bulletin 
just published by The Vilter Man- 
ufacturing Company, Milwaukee 7, 
Wisc. The bulletin, designated as 
Number 017, describes the appli- 
cation of this modern compressor, 
adapted for use with ammonia, to 
high stage or booster refrigeration 


service. Included is a discussion of 





You Wil Get 


more cases per man per day with 


BURNS MASTERLINE FILLERS 


Write and let us tell you how you can pay for your 


Established 1919 





BURNS equipment out of the savings it makes. . . . 
BURNS BOTTLING MACHINE WORKS, INC. 


BALTIMORE 18, MARYLAND 








SANITARY 
AND BRINE 





multi-stage compression and why it 
is superior in producing low tem- 
peratures. Copies are available on 
request. 


. Water Heating Methods 


An informative bulletin WH-12, 
that gives quantity users of hot wa- 
ter a chance to analyze comparative 
costs of water heating methods has 
been issued by the Pick Manufac- 
turing Co., Heater Div., West Bend, 
Wisconsin. The bulletin, which cata- 
logs and points out the features of 
the compact Pick Instantaneous 
Steam Injection Heater, shows a 
simple cost-check table which 
promotes comparison between vari- 
methods. The manu- 
facturer claims savings up to 4% 
and more in fuel, installation and 
maintenance Other advan- 
tages cited are instant availability 
of any volume of hot water, auto- 
matic adjustment, saving, 
and a noise elimination feature that 
allows water and steam to mix 
quietly. 


ous heating 


costs. 


Space 


STAINLESS NICKEL 
STEEL ALLOY 


LINE 
FILTERS 


TUBING 


L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Processing Industries 
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Bob’s-Cola—-Monarch Mfg. Co. 


Mrs. B. J. Frink has been elec- 
ted President of Bob’s-Cola, Inc. 
and Monarch Manufacturing Com- 
pany, Atlanta, ‘Ga., succeeding the 
late B. J. Frink. Vice-President is 
J. Lee Groves, Jr. and Secretary- 
Treasurer is Hudson Adams. 


MRS. B. J. FRINK 





Appointed to the Board of Di- 
rectors at the same meeting were 
Mrs. Frink; Clyde E. Quickie, 
First National Bank of Atlanta, 
trust officer; Hudson Adams of 
Bob’s-Cola; F. L. Shiver of Bob’s- 
Cola, and J. Lee 
Groves-Keen advertising agency. 

Mrs. Frink, who has been asso- 


Groves, Jr., of 


ciated with Bob’s-Cola since its or- 
igin, states that business at pres- 
ent shows a healthy increase over 
last year and prospects are excel- 
lent for one of the best years in 
the company’s history 

In addition to its distribution 
throughout the United States, 


Bob’s-Cola products enjoy wide- 


Install 
The GUARDIAN 
LIQUID LEVEL CONTROL 


Maintains Required Levels 
in Storage Tanks . . 

%& This unit is the accepted standard 

by carbonated beverage vendors for 

maintaining required water levels in 

refrigerated storage tanks. Floatless, 


fast, efficient, easy to install, the Guardian Liquid Level Control pro- 


vides better performance at less cost 


Write for Circular ‘‘LL*', No Obligation 


GUARDIAN \@)ELECTRIC 


CHICAGO 12, ILLINOIS 


1621-N W. WALNUT STREET 


April, 1951 


LLIN LA 


PERSONNEL CHANGES 


spread acceptance in South and 


Central America. 


Pepsi-Cola Company 

Two important appointments 
were announced recently by Alfred 
N. Steele, president of the Pepsi- 
Cola Co., N. Y. C. 
Felt, prominent New 
York real estate man, has been 
elected to the Board of Directors 
of the company, and Bert M. 
Knighton has been appointed as- 
sistant to the president. 

Mr. Felt who has long been en- 
gaged in the service phases of real 
estate as president of James Felt 
& Company, Inc., and is regularly 
called upon for advisory consulta- 
tion to business and financial 
houses, was invited to join the di- 
rectorate of the Pepsi-Cola Com- 
pany largely because of the real 
estate problems inherent in Pepsi- 
Cola’s national and world-wide or- 
ganization, on which it was felt he 
could be of direct assistance. 

Mr. Knighton has been with the 
parent 


James 


company for some time, 


handling special projects. 


JAMES FELT, B. M. KNIGHTON 





Mason and Mason, Inc. 

Mason and Mason, Inc., Chicago, 
Illinois, through its President, 
Ralph E. Mason, has announced the 
appointment of Lou Saperstein as 
Regional Manager for the com- 
pany’s Eastern Division. 

Mr. Saperstein has spent better 
than twenty-two years in the soft- 
drink industry and is well known 
to a great number of bottlers. The 
first fourteen of these years were 


LOU SAPERSTEIN 





with National Bottlers’ Gazette 
where, after several years, he be- 
came Managing Editor and held 
that position until he resigned in 
1943 to join the parent Pepsi-Cola 
Company. During his years with 
this company, he was elected an 
officer and, as assistant sales man- 
ager, was in charge of the field 
force developing bottlers’ sales. 
Resigning from Pepsi the latter 
part of 1948, Mr. Saperstein was 
with the Grapette Company until 
recently joining the Mason's staff. 


Buckner Equipment Co. 
Buckner Equipment Co., of Chi- 
cago, has announced that Mr. A. 
Marks, formerly export sales man- 
ager of the Filter Paper Co. is now 
associated with the founder and 





OE) 














REEN BOX CO. 


Manufacturers of WOODEN BOXES 
OF EVERY DESCRIPTION 
TIOGA AND MEMPHIS STREETS 
PHILADELPHIA 34.PA 











FINEST BEVER 


"“Beuco 


Four sizes in each 
model. 
range from 5 to 50 
cases, here is the an- 


Above Modei 
C-420, Du Pont . 
Dulux Baked Enamel ' 
Finish, Stainless Steel Top 
Rail and Slide-Type Lids, Ad- 
justable Civider Grills ‘'C'’ 
Medels Dry Operated. 

3 Sizes—4 6 


CHOICE OF 


Left to right—Bernard Buckner, 
H. D. Buckner, and A. Marks. Lat- 
ter recently joined the Buckner 
organization. 


- Capacity 


Einson-Freeman Co. 


Albert Hailparn, executive vice- 
president and director of 
Einson-Freeman Co., Long Island 
City, N. Y. creative lithographer 
and world’s largest manufacturer 
of window and store displays, was 
elected president at the 
stockholders meeting 

Former President Lawrence J. 
Engel was elected chairman, exec- 
utive committee. N. 


sales, 


annual 


J. Leigh was 
board of di- 
Vice-President Robert 
Wechsler was elected a member of 


re-elected chairman, 
rectors 


the board of directors. 


E COOLER 


swer for fast, low-cost, 
trouble-free cooling... 
Write for literature 
and complete details. 


Above ' 
The BEVCO Company, Tree. tii ine Sey Siis ware 


Equipment "'DB'' Models . . . ~~ 


3316-28 S. Broadway « St. Louis 18, Mo. Sa"s nr” * **—* 


HE TRADE IS THE “BEVCO=-M 


iD” 


vice-president; A. H. Schmitz, vice- 
president in charge of production; 
Miss Helen Gorin, secretary-treas- 
urer, and Messrs. Leigh, Engel, 
Hailparn and Wechsler. 


Dr. Pepper Co. 

The Dr. Pepper Co., Dallas, has 
announced the promotion of Bob 
Stone, former zone manager, to the 
position of sales promotion man- 
ager. Mr. Stone has been with the 
company for less than a year, but 
his highly successful field work 
prompted his advancement. 





Board of directors for 1951-52 is 
former owner of that company, H William H. Scoble, 
I). Buckner and his son, Bernard 
Buckner 

Simultaneously, the company an- 
nounced that 


comprised of 


although shortages 


of many materials are expected for 
an indefinite time (due to world 


conditions), “our strong, well 


esta b | i s h d connections Ww ith BOB STONE. PAUL HANSEN 


us to se- 





sources of supply enable 
cure most materials with the least ’ : WwW. W. 
delay 


Clements, general sales 


Many units of equipment are manager, also announced that Paul 
available for prompt delivery and 
stock of 


materials is maintained.” 


Hansen has been appointed to as- 
filtering and processing sume the post vacated by Mr. 


Stone. 








. A SURE-FIRE 


Sales up and still climbing. 
Time now for you to join the 
ever-growing group of bottlers 
who are profiting with NEECO.. . 

tee on the the coffee drink consumers 

popular sure profit, * : 
year ‘round beverage 


KAYO... the leader 
in Chocolate Drinks for 
over 25 years 


CHOCOLATE PRODUCTS 60. 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 


prefer ever any other. 

Franchises still available 

in some areas. For information 

on the Neeco Profit Plan, 

plus generous samples, write today. 


ATLANTIC EXTRACT COMPANY 
134 FULTON ST., BOSTON, MASS. 











BROMINATED VEGETABLE OILS; 4###¥H BODIES 


HIGH AND LOW GRAVITIES ECONOMY TESTED 


For Making Ringless Cloudy Emulsions of Orange, 
Lemon, Lime, Pineapple, Etc. Hi-tensile, rust resis- 
tant steels and 500 to 


KOLA CONCENTRATE #382 1000 Ibs. less weight 
Vs ox. to 1 Gal. of Syrup offer savings on oper- 


Superior Flavor ation, repairs and 
Samples and Prices on Request maintenance. 


FREE CATALOG 
DOMINION PRODUCTS, INC. 


10-40 44th DRIVE L. 1. CITY 1, N. Y. 























SPECIALTY ENGINEERING CO. Alleateny & Trenton Aves. 


Philadelphia 34, Penna. 








Aidmon Bottlers Supply Co. pacity of a Special Field Represen- 

Max Aidmen, president of Aid- tative. He resigned his position 
mon Bottlers Supply Co., Brooklyn, with the company last year to enter 
N. Y., operating the “Bottlers’ Z the bottling business in his native 
Pennsylvania. Having recently sold 
his bottling interests, he has once 
more become affiliated with the 
parent company. 


Trading Post,” has announced the 
appointment of Edward “Ed” 
Linker as sales representative. 

Mr. Linker will cover portions of 
New York and New Jersey, and 
the New England States, handling 
the company’s line of bottles, cases, 
and machinery. 


Coca-Cola Co. 
A. B. Freeman of New Orleans, 
Louisiana, has been elected a direc- 
WYANDOTTE APPOINTS tor of the Coca-Cola Co., succeeding 
Automatic Products Company G. Millard Whitney was recently sing! gow: pengeraye- gritos see" 
. appointed manager of Wyandotte man is chairman of the board of 

Samuel Kresberg, Executive Chemicals’ Syracuse district by The Louisiana Coca-Cola Bottling 
Visa S akties tens od the Robert L. Reeves, general man- C ony. 14d. and bes } id 

ice-President, has announced the ager of the |. B. Ferd Divisicn. company, itd., and has been iden- 
appointment of Melville B. Rapp Mr. Whitney joined Wyandotte tified with Coca-Cola bottling activ- 
as Vice-President of Automatic Chemicals in 1940 as a Baltimore ities for over 44 years. He is a 
2 : é : k representative. G. J. Lawrence, : ; my 
Products Co., New York, with head- former Syracuse manager, is re- director of the Federal Reserve 
quarters at their general sales tiring under the Company's pen- Bank of Atlanta, Wesson Oil & 
office, 250 West 57th Street, New sion plan. Snowdrift Co. and New Orleans 
York City. For the past several Public Service, Inc., and is an Ad- 
years, Mr. Rapp was in charge of and the “Refresh-O-Mat,” a non- ministrator of the Tulane Universi- 
the Eastern Sales Division of Cole carbonated soft drink cup dispens- ty Educational Fund. 

Products Company. er. 

Automatic Products is now set- Inter-American Orange-Crush 
ting up a program of national ex- Phe Grapette Co. Inter - American Orange - Crush 
pansion in connection with the sale Donald S. Fletcher, formerly a Company has announced the ap- 
of their 1000-cup capacity Auto- Grapette regional manager, has re- pointment as Manager of H. John 
matic ‘“Sodashoppe,” a 3-flavor car- joined The Grapette Company, Hobbins, prominent in interna- 
bonated soft drink cup dispenser Camden, Ark., to serve in the ca- tional trade circles. Immediately 
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rolls... folds in any direction! 


Old Fashioned 


ROOT BEER 




















Write Dept. 591-C 

for samples and 
. literature 
MANUFACTURING CO., INC. 
591 Ferry Street, Newark 5, N. J. 


218 WN. DES PLAINES ST 
PAPER PRODUCTS SINCE 1919 
coe “ ° CHICAGO 6, ILL. 
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STANDARDIZED CANE SUGAR SYRUP 
CONTROL batches by the turn of 


DECREASE your labor costs... 
INCREASE your production ... 
ELIMINATE bag dust, lint, and 


by the 
avalve... use of 
a stable, 
uniform 
LIQUID 
sugar spillage... SUGAR 





TANK CARS—TANK WAGONS—DRUMS 


Order direct or through your Sugar Broker 











120 Wall Street 


BROOKLYN, N. Y. 
CHICAGO, ILL. 


THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
New York 5, N. Y. 
Plants at 
LOS ANGELES, CAL. 
MONTREAL, CANADA 











before coming to Inter-American 
Orange-Crush, Mr. Hobbins was a 
Director of a well-known London 
firm of sugar and commodity bro- 
kers. 

During the war, he was in charge 
of Canadian Sugar Control and a 
member of the joint U.S.A., U.K., 
Canada Sugar Committee in Wash- 
ington. Prior to the war, Mr. Hob- 
bins was engaged in business in 
Paris, Berlin and Havana. 


DIVERSEY PROMOTES 


Responsibilities of J. J. Pelham, 
purchasing director of The Diver- 
sey Corporation, Chicago, have 
Donald R. Thompson last month been increased by his recent 
to fill a newly- . > . 
created position in the Diversey ager of the company’s Organic 
administrative set-up — that of 
manager of distribution. Mr. Pel- 
ham will coordinate the work of 
various departments which handle 
distribution of Diversey products. 


California Fruit Growers 
Exchange 
was appointed Manager of the appointment 
Products Department of the Cal- 
ifornia Fruit Growers Exchange, 
Ontario, Calif., succeeding Milton 
L. Champan, resigned 

Mr. Thompson has been associ- 


accountants, of Montreal, Canada, 
has been elected a director of 
Merck & Co., Inc., manufacturing 
chemists, Rahway, N. J., 
W. Merck, chairman of the board, 
has announced. 

The company also announced the 
election of James H. Sharp of Wil- 
ton, Conn., as Financial Vice-Pres- 
ident. 


George 


Monsanto Chemical Co. 

John L. Gillis, a vice-president 
of Monsanto Chemical Company 
and general manager of the com- 
pany’s Merrimac Division at Bos- 
ton, has been named general man- 


Chemicals Division, with headquar- 
ters in St. Louis, Mo. Charles H. 
Sommer Jr., of St. Louis, was ap- 
pointed Merrimac Division general 





ated with the company since 1927, Mr 
starting in the Research Depart- 
ment. In 1929, he joined the sales 
organization of the Products De- 
partment, and has held the posi- 
tions of assistant to the manager, 
western division manager, and for 
the past four years, assistant man- 


Chapman, who joined the 


staff of the Products Department 


of the firm of 
ager McDonald, Currie & Co., chartered 


manager to succeed Mr. Gillis, 
President William M. Rand also an- 
nounced. 


in 1930, and became its Manager Mr. Gillis succeeds William G. 
in 1944, will enter an activity to 
be announced at a later date. 
Merck & Co., Inc. 


George S. Currie 


Krummrich, vice-president, who 
passed away recently. 
Link-Belt Company 
Link-Belt Company, 
manufacturer of materials han- 


Chicago, 





Giuger ple Flavors 


— FEATURING — 


MONTE CRISTO 
THESCO 


A Full Line of Distinctive Extracts 
and Concentrates 


THEALL & PILE, Inc. 


297 Pearl St. New York 7, N. Y. 





Benzoate of Soda “Seydel’’ U.S. P. 


Standard for over a quarter of a century 


SOBENATE 


A special benzoate for beverages of delicate 
flavor. Does not impart a taste. 


Samples and literature on request 


SEYDEL CHEMICAL CO. 


JERSEY CITY 2, N. J. 
Established 1904 
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dling and power transmission ma- 
chinery, has announced that Thom- 
as Cornils has been appointed chief 
engineer for the Pacific Northwest- 
ern Division, with headquarters at 
the company’s plant in Seattle, 
Wash. Mr. Cornils succeeds Home? 
J. Foye, who has recently been 
made chief engineer at the com- 
pany’s plant in Los Angeles. 


Tureo Products, Inc. 

The retirement of Lou H. Moul- 
ton, vice-president and _ national 
sales director, and the appointment 
of Dan T. Buist as the new na- 
tional sales. director, was an- 


w, 


1300 W. DIVISION ST., CHICAGO 22, ILL 


It Costs No More to Use... Our 


ACID-PROOF CARAMEL COLOR 


Guaranteed to be the finest Acid-Proof Caramel Color on the market, 


it is brilliantly clear, free flowing, and exceptionally strong. 


You take no chances: when you take advantage of our experience and 


service. You are assured of quality and dependable performance, 


backed by 70 years devoted to the manufacture of fine Caramel Colors. 


nounced recently by S. G. Thorn- 
bury, president of Turco Products, 
Inc., Los Angeles. Mr. Buist came 
to Turco in 1936, and has pro- 
gressed from service engineer to 
district sales manager, western 
zone sales manager, assistant na- 
tional sales director, and to his 
present position. 

In step with Turco’s production 
expansion program (which _in- 
cludes new factories in Illinois and 
New Jersey), Mr. Buist has ap- 
pointed Stewart B. Van Dyne as 
Administrative Assistant, and Dan 
T. Miller as Coordinator of Sales 
both newly-created positions. 





T, VAN DY 





FROM LITTLE BOTTLES 





Your BOTTLES in MINIATURE 
Boost sales with an exact 
reproduction of your bot- 
tle and label in miniature 
— Give them as favors to 
distributors, salesmen, 
and visitors. A low priced 
advertising novelty. 


Wwrite for 


complete cat- 
aleg an 
price list. 





433 N. 2nd ST. 
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new business 









BILL'S speciatty MFG. co. 


MILWAUKEE, WIS. 







SETHNESS PRODUCTS COMPANY 


¢ 41-11 29th ST., LONG ISLAND CITY 1,N.Y 


330 N. Ashland Ave 
THEONETT & CO. criccce vininci 


Link-Belt Company 


Link-Belt Company, manufactur- 
er of materials handling and power 
transmission machinery, has an- 
nounced that Maurice J. Erisman, 
chief engineer at the Los Angeles 
plant, has been appointed assistant 
chief engineer for the company’s 
Pershing Road Chicago plant. The 
company also announced that 
Homer J. Foye, chief engineer at 
the Seattle plant, has been ap- 
pointed chief engineer at Los An- 
geles, to succeed Mr. Erisman. 


GMC Truck & Coach Division 

Roger M. Kyes, General Man- 
ager of the GMC Truck & Coach 
Division of General Motors Cor- 
poration, has announced the ap- 
pointment of Philip J. Monaghan 
to the newly-created position of 
Manufacturing Manager. Mr. Mon- 
aghan comes to the GMC Truck & 
Coach Division from the Olds- 
mobile Division of General Motors 
Corporation, where he has had a 
varied experience in manufactur- 
ing and sales activities. 


Beverage bases and flavors by 


TheoNett 


give color and taste appeal to your products. 


For 62 years Theonett & Co. have been serving the 
bottling trade faithfully—helping customers gain 

. «+ producing quality merchandise. 

@ ORANGE eLEMON eLiIME ¢ CREAM SODA 

© IMT. STRAWBERRY @ IMT. GRAPE ¢ GINGER ALE 
@ IMT. CHERRY 


@HI-LO PUNCH 





























o 


So ee a a 
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C.0. & W.D. SETHNESS COMPANY 


1926 SUNNYSIDE AVENUE : CHICAGO 40, ILL 


ASON'S 
VA \ {4 


ACID PROOF CARAMEL 
FOAMING TYPE CARAMEL 


Caramel Coloring 
for ALL TYPES of 
CARBONATED BEVERAGES 


Samples on Request 


D. D. WILLIAMSON & CO., Inc. 


5.39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N.Y 





STAINLESS STEEL 


TANKS 
for Storage-Mixing 


T Sizes: 30 to 1000 gallons. Styles: vertical, 
horizontal, squat, and specials to meet 
j your specifications. Many standard sizes 

in stock for immediate delivery. Sturdy, 
durable construction. 


Other “Filpaco” Prod- 

ucts: syrup and water 

filters, portable agi- 

tators, sanitary transfer 
pumps, conveyors, sanitary fittings, tygon tubing, 
stainless steel smallware, filter paper, filter cloth 
asbestos filter pads. 


Write for Bulletin SST today! 


FILPACO INDUSTRIES 
The FILTER PAPER CO. 


2414 S. Michigan Ave., Chicago 16, Ill. 


STARR, 


STATIONARY 
BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS. VA. 








The World’s 


HOW IT WORKS 


Cash in on ~ 


a delicious real lemonade 
- + « the kind millions have 
enjoyed since childhood . . . 
now bottled rtd over 250 bottlers with phenomenal 
(and profitable) sales. Write today—franchises 
available in many territories. 
{Tom Collins ie. franchises also available.) 


A. i LEHMAN CO. 912 Sycamore St. 


Cincinnati 2, Ohio 
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CLASSIFIED SPECIAL _ CLASSIFIED 
ADVERTISING ANNOUNCEMENTS ADVERTISING 





RATES AND GENERAL BOTTLERS’\ TRADING POST es 


tilled water business; 2 story 
ON CLASSIFIED ADVERTISING WE BUY - SELL - EXCHANGE ro Pano ng Bg B: 
quipme single heac 2 
e For sale, Exchange and Wanted Cleveland bottle washer, 
Advertisements are available to read- BOTTLES = lo A = erllinat 
ers at the following rates: 25 words, 5000 gr. ri oz. amber ——_, in fibre through town.—Box 55, Litchfel 
.. . : ° cs cartons, 
$1.50 each insertion; 6¢ for each addi 1000 gr. 24/7 ox. amber White Rock 
tional word. Address or box number lits in fib ; 2.—C ; hr. 1 
‘ ‘ . splits in fibre cartons. FOR SALE. Complete 60 case-per-hr. bottl 
is not included in word count. A num- = full = . = + = sodas. ing plant operating daily, boxes, bottles, crowns 
: . gr. ta 2 oz. flint sodas ish to retire. —I ; 4 
ber, or group of numbers is considered 500 gr. 12 o. flint Pepsi type bottles. wi -s satire : AC OB AD: AMO, Box 814, 
as one word. 10000 cases 8 oz. A.C.L. semi-steinie, ee eee 
e . sos practically new. 
Orders for classified advertising 1000 full depth cases 32 oz. emerald ; > 
must be accompanied by payment. green. ROS SALE. —Commnte potting 51 
c 4 size J} ; all equipment availat 
@ Those advertisements which do not MACHINER very cheap; 1 12spout Red Dian 
comply with the established headi . — 1 Awide Superkleen our 
ply e establishe eadings, 12 spout Red Diamond Filler with a CEM carbonator;: 1 8 
or which advertise new products or ully automatic, 6 wide, Sturdy Bilt. 2 100-gal. stair e 
services are not acceptable. The Edi- ony ee ee pump; 1 Western water 
° gal. Cem Saturator. LIN LN BOTT R22 
tors reserve the right to change or 5 ton York Water Cooler, 2 yrs. old. Lin a Nel : 1-1 baie 
reject any advertisement submitted 4 wide Red Diamond, 2 comp, Super 
for these columns. Kleen. 6 pineea runes 
a . J Check with our Equipment Dept. for FOR SALE . | } 
e@ All advertisements appearing in real savings. ‘aaa Tier fekes 
these columns are bona fide. In an- filters; baal: Matalsiaen sealcbum 
swering same, please take notice that ith me legs, lids; 2 stainless 
letters must be sent to the box num- frome SOTTLE S& SUPPLY CO. INC aare Eninal eeaee 
tae Se tor nt 
ber, initials, name or address given by 7615 3rd AVE BROOKLYN 9, N.Y Kewanee-Tobs 
. 0 convertors; 7 Rapids 
advertiser. The N. B. G. assumes no ESM hiehall abe scbhaes F cnbeatian 


machinery in good t 
responsibility for condition or descrip- CROWN BOTT. CO., Harrisburg 
tion of items listed in this section. aaa 
@ Under no circumstances will the iT 1S INCOMPARABLE! 


u. B. G. give the names of parties A-1 Cola Base Concentrate 

where ox number or initials are . ” 

given as the address. All answers The Cola of Superior Flavor FOR SALE 

sent in care of this office are promptly write for free sample te 

—< . ; CLOISTER LABORATORIES, INC. 
—,_, 325 W. Huron St. Chicago 10, tl. FOR SALE os ees Sy 


80 Broad Street, New York 4, N. Y. A ronably 














iy POMC NORD Harr 














Machinery, Apparatus, Materials, Bottles, Boxes 




















REPRESENTATIVES 
NOW CALLING ON BOTTLERS FOR SALE.—Yundt Aribrush bottle washer, 


- - This nationally advertised and highly publicized line 30-30 gal., heading cup 3 allon yas burning 
FOR SALE offers a real opportunity as a sideline or full-time job. cap.—28000 B.T.U. Ser. #B-34s th Geo, 
Men selected will be given strictly protected terri- Meyer washer & sterilizer s 
Business Opportunities, Bottling Establishments tories. Better than average income possibilities. Full f.o.b. Baltimore; subject to pri > —f ON T re 
commission on repeat sales. NENTAL MACHINERY & EOU TP CO., Oste 
FOR SALE—Bottlins a we In replying, state your business background, territory | end & Ridgely Sts., Balto. 30, Md - 
“~* noe > 7 : , |e now cover, number of bottlers in territory and = 
+8 sia cauetace Mawr Sen : Sieg iow often you see them. Box 600. FOR SALE Approximately 500. «1 — 
, ig the P ANAJOHARIE BOTT green 6-oz. capacity; color applied bot 
WKS Hy ¢ ‘ 1 N. ¥ 3.-3 GOLDEN AGE BEV. CO., IN¢ Akr 
3.-1 


dex shoe Gtk Fete Pantene ae ee Chates S JACOBOWITZ @. FOR SALE.—Complete unit 


C with § ‘ ¢ t poy 3071 MAIN ST. BUFFALO 14, N. ¥ AMHERST 2100 vide Meyer single end 
200,000 it ent tt 











. stainless steel 
e $21,000 4 , , t ' in Evans heater 


TOM ROBERTS, 47 \ Sar tldg ’ been running until re y | 
Colorado Spring 3 WE'RE ALMOST SOLD OUT! mrlouans oll te Sane tahoe 

— pointment; total price $7,500. f 
We have been simply swamped with re- zr Co., Mc( —_ _— . es er 
quests for late model equipment. We still complete unit, but ell dual 
have a very few late model washers, fillers, art McCOM Bo yi Ys A. C ‘OL A Bt 51 T. Co.. 
carbonators, coolers, mixers, etc. Tell us mb, Miss.—3.-1 
your requirements. Also tell us if you have 
ony surplus equipment available which you ™ ea z 
FOR SALE la te nsit I would like to turn into cash. Now is the . SALE. Ce ymplete lit 
rofita é per ye t time. Act quickly. Summer will soon be varts of Shields f I 


FOR SALE 


tad r 
upon us, and it might soon, be impossible two head hand fee ‘ 
to obtain any bottling machinery with utomatic M. FE wW ATRINS, 
stainless steel construction or trim. t istie Shanno Pittsbu 
What good late model equipment do you 
wish to install immediately? 
FOR SALE , R er es About how much would you like to pay 
‘ ; ; : for ihe equipment? 

What equipment are you going to replace 
or dispose of? 
How much would you like to realize for this 
equipment? t tld ke 
Write to us and let us help you—no obliga- e 
tion, of course. We would like to number FOR SALE.-I 
you as one of our ‘'Lifetime’’ friends. aciin Saaaien “de gi 








A ( 12 z. bottle r 
bal CANADA DRY BOTT 
Sewing American Vudusirg for ower 30 Gears Mi 4-3 


April, 1951 





CLASSIFIED 
ADVERTISING 


FOR SALE 
Bia bottle 


wn f lepth 7-oz. Red Rock Mt1 
“BEVERAGE DEALERS PROTE 
CoO io 7th leveland, OF 


FoR SAL E. 


at Mme 


Dr fells 7-oz. bottles and case 
6,000 “Well 300 gr 
in I w best offer.—W 
NIETH 15 rsey City, N. J.—4.- 

FOR SALE Dixie -m 
2 vr l lon | Dixie completely 
1 Irwin carbonator 2% 
ynable offer refused P HIL i? Mi ER 
S43 FE. 1th St., Bronx, N. Y 


automatic 
rebuilt ; 


no reas- 
"BEVGS., 


juid Superkleen bottle washer ; 
with inside brush automat 
per hr.—THE M. W. CO., 
, Cleveland 15, Ohio.—4.-1 


FOR SAL E. 


S-w 


O00 Pr 
FOR SALE IMT K.B.S International 
ruck B “ ter 56 


brake 156 case 
ly top shape; a real buy 

Y C. WHITE, 2201 So. Madi 
1 


tanks—whil 
ing tank; 5 
rit 6O cycle 


FOR SALE.—S tainless stee 
ast: 3 100+ oe 
100 


agitator mux 


wit 110 ve 


SALE 


i 


FOR 


FOR SALI 


FOR SALE 


FOR SALE 


i) 2.4 
(anno 


M 7ARRIS NESBITT 
‘, 1 





FOR SALE 
400-gr. 8-07. attractive flint sodas "ACL" Red Wine 
1400 cases 24/8-oz. flint sodas lettered ''Varsity" 
4000-gr. 8-oz. emerald green sodas, packed two doz. 
cartons 


10,000 cases, 24/7-oz. flint sodas, ACL “Joe Louis” | 


400-gr. 7-oz. flint stippled, lettered ‘Bob Davis 
800-gr. 7-oz. emerald green "ACL" water shape 
2000 cases 24/6!/2-02. attractive flint sodas, 

brand 
150,000 full-depth 7-oz. cases to hold 9-10 oz. 

weight, 7-oz. Canada Dry shape bottles 

Will buy your surplus bottles 
siphons - crowns 

erg FOR BOTTLE BARGAINS! 


I. BASKOWITZ BOTTLE CO., inc. 
1301 Grand Street Brooklyn 6, N. Y. 


one 





| 3803 Orange Ave. 





We Will Buy At Any Point 


Any Quantity of Emptied 10-Galion Grapette, 
Double-Cola, and Pepsi-Cola Metal Cans; 
aad Also Wooden Kegs, Barrels and Steel 
Drums. 


BUCKEYE COOPERAGE Co. 








FOR SALE 


flint, tall, semi-steinie with 
10-02. capacity, private 


1,000 cases 12-02. capacity 
private ACL; 2,000 cases nt, 

ACL, tall sodas packed 24 to full depth shell; 1,000 
cases 32-02. capacity flint quarts with private ACL, 
packed 12 to full depth shell; 1,000 cases tall, 12-02. 
eapacity, flint, plain sodas initialed on shoulder; one 
carload 7-ounee capacity tall, flint sodas with private 
ACL; 300 gross 6-oz. capacity ACL Chero bottles. 


SIGNER BOTTLE SUPPLY CO. 
Cincinnati 14, Ohio 








ALWAYS BUYING 


Soda Water Tanks—Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 








CITRIC ACID 
Anhydrous 
Immediate Delivery Packed in 350 |b. drums 


HOMIX PRODUCTS INC. 


99 Hudson St., New York City 13, N. Y. 














CONSULTANT 


Preparation and Production of Carbonated Beverages 


Leading U.S. A. and Foreign Manufacturers 
erved. 
DR. FREDERICK H. POLLACK 


Lorree Laboratories 
8-28 Astoria Boulevard 


ong isiand City, N. Y. 





Cleveland 15, Ohio 


CLASSIFIED 
ADVERTISING 


FOR SALE. 
P0047 el ered t 


PEPSI-COL 
I N 


oe SALE 


low 


extens 


selling, 

1 1 fork lift truck; price 

S375.00 f.o.! noxvil Tenn ROYAL 

( ROW N BOTT 7), Knoxville, 
Penr 4.-1 


FOR SALE 1aranteed 6 wide 
3 t Ss} 1 BOT- 
rLERS SERVIC E CORP Vernon 
Blv« I ( Y 4-1 


FOR SALE. 


5,000 « 
acke ‘ 


BREWER\ 
e 


16 wide, 6 comp 


FOR SALE. 
ne BOTTLERS 
Bly 3 


ItHO 


SERVICE. 
a 


FOR SALE Re d gu 
Th MN 
CORP 


and 
IL r RS 


BOT SERVICE 
Bl 


FOR SAL E.——4 1 Uni 
W ngle enc good condition; being 

ur 1 $1,000.00.—DR 

PI PI } R BOTT t ud, Minr 1 


FOR SALE Re guaranteed 
BOTTLERS ‘SERVICE. CORP 
1 a 4.-1 
FOR SALE.-—3.; 


oO 





( 
1 


FOR SAL - R 


FOR SALE 


FOR SALE 


PIRE PROD CORE BOX 179. E 
] 


FOR SALE 4 f dept ases with 7 
tt Wi to the e; 25c per 
COCA-COLA BOTT 


+.-1 


National Bottlers’ Gazette 





FOR SALE.—20-spout Cem filler; 8w2c Meyer 
Dumore washer; 12-head Cem mixer; 2 24” Loo- 
mis-Manning water filters; Terris water polisher; 
World Rotary autom labeler; CCS rotary ac 
cumulating table; 2 90° conveyor turns and one 
45° conveyor turn; 200 gal stainless steel tank, 
and 6 disc Star id sirup file er; first class con 
dition; complete lin r part K. I., BOX 
457.—3.-1 


FOR SALE.—Standard Knay bottle packer, 
4 lane leit hand discharge, with 2 sets of change 
parts; new 1941; % hp 220 volt 60 cycle 3 phase; 
weatherproof motor; very g condition; very 
reasonable.—K. G., 1 


FOR SALE 40-spout 
siruper and filler 
1,000 gph ic 
head Liq 
filters 
conve 
reas 
456. 


FOR SALE iquid Red Diamond 24 spout 

and crown Sw2c Superkleen washer; 500 

j me stainless carbonator; 16 head 

1 beverage tumbler; 2 60-gal. stain 

less tanks; 2 100-gal. stainless tanks; Liquid auto 

matic labeler; other miscellaneous equipment; 

priced reasonably; inquiry for any of the 
units; must move.—K. J., BOX 458.—3.-1. 


FOR SALE.—Mode!l C shop rebuilt Dixie com 
plete with new acromatic siruper, new Sore new 
variable speed drive, new a¢ tiuet a sss bo ttl dial, 
chrome plz ate balance tank ater >; ma 
oe “Fe to new; ce “$1, 500. "BOTTLERS 
Ss I¢ E & Sl PPLY. ‘CO., Minne apolis, Minn. 


FOR SALE.—Dixie F; Dixie D; 6 wide Heil 
washer; 250 gph Cem saturator, 250 gph Liquid 
Red Diamond carbonat oF 5 5 hp Frigidaire water 
cooling unit; connecting bottle conveyor and ac- 
cumulating t able also have a 12-spout Red Da 
mond in very good condition; most equipment =s 
been completely rebuilt.— “* K., BOX 459.—3 


FOR SALE.—15 Lrer4 = machines, used; at 
a sacrifice price.—CC OLA BOTT. WKS., 
1527 Church St Nashville Tenn.—7.-tf. 

FOR SALE.—D&L 
now r use and neg 

e ke irger eq 
RED ROW K BOTT 

FOR SALE 
12-32 t I 
Dia 7-12-82 
t t READING BOTT 
W KS > St Re Pp } 


FOR SAl E 





guaranteed Cem 12 
} 1114.._BOTTLERS 
SERVIC! CORE rt 3 L. I. ¢ 
i. 


_FOR SALE 


lf 


-FOR SALE.—New 25)-g ar 
k D BOTTLERS SERV 
¢ n B ee ke 


FOR SALE t R te Cem 12 
head I BOTTLERS SERVICE 
CORP., 43-77 \ 3ly kn Be Se 3, 

4.-1 


FOR SALE.—(t0 


BOTTLERS SERVI 
Blvd l g Isla ( 





FOR SALE? 
pEVERAGES INC., 173 


Que | GR 





hg! SAL E 


CORE 
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FIRSTENBERG'S 


SPRING SPECIALS 


FACTORY 
REBUILT 
GUARANTEED 


Bottling Equipment with Savings 
Up to 50% 


We still have a complete 
stock of good, modern, fac- 
tory rebuilt machinery, IN- 
CLUDING such desirable 
items as: 


© 24 spout Liquid Red Diamond Filler & 
Crowner 


2-24" Loomis Manning Water Filters 
4W2C Meyer Dumore Washer 
20 spout CEM Filler & Crowner 


250 GPH Red Diamond Stainless Car- 
bonator 


Dixie Model “F" Automatic Filler 
12W4C Meyer Dumore Washer 

6 DISC STAR SYRUP FILTER 

2-30" Permutit Water Filters 

12-Head Cem Mixer 

World Rotary B-N-F Automatic Labeler 
40 spout CEM Filler & Crowner 

8WO2C Liquid Superkieen Washer 

6 wide Heil Automatic Washer 
Kwick-Kleen Water Filter 

24 spout CEM Filler & Crowner 
250-1000 GPH CEM Saturators 

40 spout Liquid Low Pressure Filler 
8WOQ2C Meyer Dumore Washer 

5 HP Frigidaire Water Cooling System 
16 spout Meyer Dumore Filler & Crowner 
28 CEM Filler & Crowner 

Liquid "O & J" Automatic Labeler 

16 head Miller Kendall Tumbler 

120 CPH Sturdy-Built Automatic Washer 
4W2C Liquid Superkleen Washer 


500 GPH Liquid Lifetime Stainless Car- 
bonator 

1000 GPH Liquid Recirculating Stainless 
Carbonator 


20 head Liquid Tumbler 


Send your inquiries with no 

obligation to you and ask for 

our "General Catalog No. 
11049." 


IRSTENBERG 


BOTTLERS’ EQUIPMENT CO.INC, 
301-307 Powell St., Brooklyn 12, New York 





FOR SALE.- 250 g.p.! 
carbonator, $400; 


cooler and 10 
head Liquid 


PER BOTT 


} 
h 


Liquid 


"Liquid Red Diamond 
Instantaneous | water 
750; 15 


h.p. Freon compressor, 
beverage mixer, $800; 
beverage bodies for 12-0 
CO., Alexandria, La 


22-case 
$75.00 ea.— POP- 


FOR SALE.—One 18-spx rut Red Diamond auto- 
owner, sirupe 
TRENTON COCA-COL A ‘BOTT CO., 614 Har- 
ton, Mo.—2 


matic filler, cr 


ris Ave., Tren 


aan SALE.-—Rebuilt 
Ke 


1 mixer, 


Divd., L. I. ( 


a 


perfect condition.— 





nd guaranteed 16 head 


l adjustable heads, right hand feed 
rTLERS SERVIC 


nw. Ye 


vb ag SALE. Oslund 
No. 00111 R 


“BOT rd RS SERVI 
BI I 1, N. Y 


FOR SALE.—4-wide 


kleen for splits, pints, and quarts; will sell as is 


or rebuilt an 


VICE CORP 
N. Y¥ 4.-1 


FOR SALE.— Rebuilt 
automatic labelers, all size bottles, right or left 
hand feed.—BOTTL aa SERV ic E < rORF.., 43- 
7 1, Y.—4. 


7 Vernon BI 


vd., L 


E 


and guaranteed World 


CORP., 43-77 Vernon 
1 


Duplex pint automatic 

H, in use only 2 years. 
CORP., 43-77 Vernon 
4.1 


compt. Liquid Super- 


1 guaranteed.—BOTTLERS ag 
43-77 Vernon Blvd., L. I ~ 2 


FOR SALE.—D&L 75 case per hour washer, 
ad, in o running condition and 


automatic unlo 


less. than 4 years 


build BOTI 
Vernon Blvd 


FOR SALE. 


old; 
I 


and filter; 500 gal. unit 


ter BOTTLERS 


Vernon Blvd., 


FOR SALE 


and guaranteed 


43-77 Vernon 


ae = 


LERS SERVICE CORP., 48-77 
Cc 4 


sell as is or will re 


Lomax combination sirup maker 


with double cylinder fil 


SERVICE CORP., 43-77 
Y.—4.-1 





Blvd., L 


FOR SALE.—2 100-g: 


ting mixing 


anks, 


al 
BC 


CORP., 44-77 eens yn Blvd. 


FOR SALE.—-Complete 


Il sizes 


owing units 


220. 


rk 


FOR SAL 


WATER CO 
1-1 


FOR SAL 
ix4 sod HP 


BOTT 
FOR npc 
Ne = 
BOTTI ERS 
B a 
FOR ee 


fife ‘DR 


Brownw 


FOR SALE 
BOTTLERS 
B ee 


from splits 


1 D&L 
filler 


gal. stainless 


as ag 
Il 


B 


to 
15 


-Ertel 6 disc sirup filter, rebuilt 
BOT + BRS oe gc rE ae 


2 pee <] bottom agita- 
TTI ry SERVICE 
so N.Y.—4.-1. 
24-Spout bottling line 


o \-gal. consisting of 
%) cph soaker, 1941; 1 


factory rebuilt 1941; 2 
stainless steel mixing tanks, 1941; 


$15 > 00.000) 


filler 1 ite model 
BOTTLERS | SE 
eae 1 


lvd 


E 4,000 


E 


te 1490 


“SERVICE 
N. ¥ 


E nate 
m 
‘PEPPER 


exas 


New 


steel mixing tanks, 

1 pump, model 100, 

41; 1 McKay Al- 

Victor water fil- 

3 fins; 1 gas hot 

automatic labeler, 

d case turning table, 

er, 1944; 1 Cem 1,000 
ice machine, 1941; 

1, Condenser only: 


1 York ice 


address all 


IN¢ 2800 N Talman 
4.-1 


euernesene 12 
th vari- 

eRVI I 
( N. ¥ 


and bottles 12-o0z., 
ill in good shape, 54 
AMERICAN SODA 
Ave., St. Louis 4, Mo 


wide 


( ‘CORP. 
4.-1 


ang 
B 
1 


15 


SERVICE 
;. = 2 


€ 

e -oz make us an 

OTT 647, 
mixer 


ead = Liqui 
CORP., 43-77 Vernon 
4.1 
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WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


_ WANTED TO BUY.—1,000 gross, Bubble-Up 
HOO ¢ in 10 ttles.-CITY BOT 
rLIiIne Wh , [lis St Indianapolis 


WANT ‘ED TO BUY 


luded Kk E. BOX. 403. 


bottles ; 


z. Barq 
BARO BOTT. CO., 
1 


WANTED TO BUY.—l2 
r used: plain or ACI 


Se 


WANTED TO BUY 
i wit 4 cor 


ROCK BOTT co., Wil 


WANTED TO BUY 
tle i ast THE 


Ave.. ( 


WANTED TO BUY 
Orar ttle 
cay OMINNEAPOLIS 

Mint 1-1 
WANTED TO BUY 300) 


ERAGES, 201 Pecan, A 


WANTED 
FRANKLIN 
I et N 


TO BUY 
Pe ( 


WAN TED TO BUY 
Owert 


7h B B Box 475 





HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 


WANTED 





W orkir 


west 


HELP P 
BOX 
HELP WANTED.-S 





IMMEDIATE DELIVERY—LOW PRICES 


New Stainless Tanks, 1,000-gallon 
capacity 


Steel from 50- to 


1 Complete line, 2% years old, for 


splits, pints, and « 


1 24-spout Liquid Low Pressure, adaptable to three 
sizes 
40-spout line, from «plits to 12-02 
24-spout CEM, 
140-spout CEM 
Potter & Rayfield Cooler, 
Mojonnier Carbo-Cooler 
old 
24-spout Red Diamond Filler; 
with Potter & Rayt 
Jumbo Model “t 6-head Crowner, like new 
Stationary Accumulating Tables, 
4-wide Meyer-Dumore Washer, 
Complete 50-case-per-hour bottling plant 
of Burns Filler, D & L Washer, Liquid Carbonator, 
Ermold Labeller, syrup filters and 2 
tanks (55 gallons each) 
Ermold Labellers, right and left-hand, late 
with labelling attachments for 7-oz., 
quarts 
CEM Model “B" 5S ator, 
Eleetric-eye Productometers 
Durant Bottle Productometers 
Several sets of Water Fihers, Permutit and 
tional, from 500 to 1,000 gallons per hour 
All equipment owned by us 


What do sell? 


PHILADELPHIA MACHINERY COMPANY 
3034 N. Boudinot St., Phila., Pa. 


rebuilt 


"50 gallons 
20-ton capacity, 2% 


per hour 
years 


8-wide Liquid Washer, 
d Cooler—pints only 

motor driven. 
splits to quarts 
consisting 


stainless steel 


models, 
12-oz., anc 


1,000 gallons per hour 


Interna 


fell us your requirements 
you have to 


FOR SALE 


1500—Single Shell Steel Quarter: 
2000—Lee Stee! Half Barrels, 1947" s, 48's, 49's. 
15000—Wooden Export Cases, paper partitions. 
1500—Aluminum Half Barrels. 
1—Ermold 8 wide Labeler. 
3—World Labelers, qts. & pts. 
present time. Can be inspected. 
500—Gross 7 oz. Brown Export Bottles. 
1—12 mide Soaker, qts. and pts. 


GIRARD MACHINERY & EQUIPMENT COMPANY 


134 S. Second Street Reading, Pa. 


In operation at 








FOR SALE CHEAP 


1 Liquid Carbonic Super Kleen Socker and Washer, 

Ser. #2433, handles all sizes, 200 btis. per min. 16 

btis. wide, 36' length, 12’ high, 10° wide. A one floor 

machine. 5 years of actual use. 

1 Ermold Bottie Labeler, Ser. #320, 8 btls wide, 

180 per min. 7° long, 7' wide, 7 high. This line is 

complete and intact including all connecting conveyor 

links, Universal bends with revolving discs, etc. 
BISON BOTTLE COMPANY, INC. 

28 Wasson St. Buffalo 10, N. Y. 








Buy — Sell— Exchange 
BOTTLES—SUPPLIES 


M. WALSH 
8201 4th Ave. Brooklyn, N. Y. 
SH 5-5856 








CITRIC ACID 
TARTARIC ACID 
POWDERED LEMON JUICE 
BENTON-LEE CORP. 

109 Cook St. Brooklyn 6, N. Y. 














FOR SALE 


FOR SALE: Beverage coolers, brand new, slant front, 
dry type 6 or 8 yr ag with coils and expansion 
= ves $175.00, F.0.B Y. Also flat top coolers, 

and new, wet or dry enaties with condensing unit 
$188. 00, F.0.B., N. Y. 


INTERSTATE APPLIANCE CO., INC. 
600 Broadway, New York, N. Y. 


HELP WANTED 


HELP WANTED Sale Mar 








HELP WANTED Bottler, must w sirup 
iking dixie Meyer was carbo 
an preferred; exceptional oppor 
t man; write ng experience 


~ salary desired  K 0 BOX 


Mec! anic; experienced on 
so some knowl- 
pment; steady 
ence; location 


HELP WANTED. 


Kk. 
HELP WANTED.—Salesmen; new proereuive 
flavor house wants representation. all 
England states; several specialty items; good co 
portunity —ATLANTIC EXTRACT CO.. IN 
134 Fulton St. Boston 13, Mass.—5.-ti 


HELP WANTED. iene woman old es- 
tablished flavor house wants consider 
side line or full time. * ESSENTIAL PRODUCTS 
CO., INC., 50 Fulton St., N. Y. C.—8.-tf. 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 


WORK WANTED.- 
=, experience 
ised equipmer aa M 
WORK WANTED 


experie 
BOX 








FOR SALE 


Gaulin H g No. 
less steel, pract. new 

1—Infilco 12°' dia. Filter with 12"' 
fier, pract. new 

2—425 gal. Stainless Steel 
Twin Sirup Filter. 

1—Liquid Washer, 8-Wide, 3-Comp. 9ts. 

1—Meyer Washer, 8-Wide, 3-Comp. 9ts. 

1—Liquid Washer, 16-Wide, Ots 

4—Liquid and O & J Rotary Beatin Labelers. 


PERRY EQUIPMENT Coa. 
1519 W. Thompson St. 21, 


1—Mant 


125 CGD, stain- 





Hydrodarco Puri- 


Mixing Tanks. One has 


Penna. 








FOR SALE 


600 gross of new Dew bottles. 


1400 cases used Dew Bottles in two dozen 
‘2 depth cases. 


800 cases used Emerald Green Hi Spot 
bottles packed 28 bottles in ‘2 depth 
cases. 


75 gross new Hi Spot Emerald Green bot- 
tles packed '/2 gross in original cartons 
from factory. 


R. PELTZMAN BOTTLE CO. 
1721 Holmes, Kansas City, Mo. 





MISCELLANEOUS 


MISCELLANEOUS. I 


levelopment 
oncentrates ; 
boratory’s 
iterials 
write -~K. U 
BOX 
MISCELLANEOUS 
kK S. BON 








PRO OOLLLLLAO44.4.444444.454 6.4.4 


Why Pay High Prices for CITRIC ACID 
WHEN YOU CAN USE 


Dr. Weber’s ACIDIFIER 
1 LB. Ae ACIDIFIER | - cn 
LB. CITRIC ACID 
Use '/, a, ounce to replace | ounce 50% 
Citric Acid 
Price 24¢ Ib. in 
F.O.B. New York 


TORRE PRODUCTS CO., INC. 
52 Wooster St., New York City 
Telephone CAnal 6-7336 


Prana apa la tt tt ttt i ie 


Solution. barrels 
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"Sem as al — — ——e — 


FOR TASTE IMPROVEMENT... 


sourmennens Zyl MAO 


| with 


PFIZER ACIDULAN 


South or North of the Mason-Dixon Line, East or West of 
the Mississippi, Pfizer Quality Acidulants are country-wide 
favorites for improving the taste of fruit-flavored beverages. 
v\ “Treated” this way, even the best flavors get a taste-tingling lift. 
What's more, free-flowing, non-caking Pfizer Acidulants dissolve 


Se SS. 


\ fast... cut costs... give you even acidulation every time. 


~~ 


— 
ig OP en oo 





SPECIFY Pi} HR 
ANHYDROUS CITRIC ACID + CITRIC ACID + TARTARIC ACID + SODIUM CITRATE + CREAM OF TARTAR + CAFFEINE 
» 


CHAS. PFIZER & CO., INC., 630 FLUSHING AVE., BROOKLYN 6, N.Y.; 425 NORTH MICHIGAN AVE., CHICAGO 11, ILL.; 605 THIRD ST., SAN FRANCISCO 7, CALIF. 
































Attract more folks to your brand with a variety 
of flavors built to please. 


en 


Get the benefit of sixty-seven years’ experience 
ask us for blends, strengths and colors just 
right for your market. 


You'll like our flavors—our service, too. JACKSON MICHIGAN 





